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CONVENTION 
PLANNING 


Miami is the newest convention city on TWA’s 
world-wide routes! It’s a natural for business 
or holiday get-togethers ...and naturally TWA 
offers every help, from site selection to round- 


trip transportation! 


Highly trained TWA Convention Bureau 
specialists are at your disposal. Ready to help 
you choose facilities best suited to make your 
meeting a truly outstanding success .. . ideal 
accommodations for big-or small 


locations... 


groups... relaxing recreation. 


For information about TWA’s Convention 
Planning and Transportation Service, call 
your nearest TWA office today. Or write: 
Convention Manager, Trans World Airlines, 


380 Madison Avenue, New York 17, N.Y. 


FLY THE FINEST 


ry TWA 


TRANS WORLD AIRLINES 


AMA Packaging Exposition 

Air Force Association’s Airpower Panorama 
American and Canadian Sports Show 
American Home Economics Association 
American Institute of Supply Associations 
American Public Health Association 
American Society for Quality Control 
Association of Iron & Steel Engineers 
Bowling Proprietors of Greater Chicago 
Chicago Cook County Fair 

Chicago Home Show 

Chicago international Sports & Outdoor Exposition 
Chicagoland Fair 

Cleveland Auto Show 

Cleveland Church Federation 

Cleveland Home & Flower Show 
Cleveland Press Family Fair 
Communication Workers of America 
Great Lakes Boat Show 

Industrial Finishing Exposition 

Junior Achievement of Chicago 

Master Brewers Association of America 
Materials Handling Exposition 
Mid-America Boat Show 

Modern Living Exposition 

NW Ohio Garden & Flower Show 
National Air Races 

National Aircraft Show 

National Association of Home Builders 
National Association of Plumbing Contractors 
National Association of Purchasing Agents 
National Association of Retail Grocers 
National Chemical Exposition 

National Council of Churches of Christ 
National Funeral Directors Association 
National Premium Buyers Association 
National Railway Appliances Association 
National Restaurant Association 

National Rural Electric Cooperative Association 
National Sand & Gravel Association 

Ohio Funeral Directors Association 

Ohio Hardware Show 

Ohio State Fair 

Pennsylvania Funeral Directors Association 
Super Market Institute 

Toledo Home & Travel Show 

Toledo Purchasing Agents 

Track Supply Association 

Triple Mill Supply Industry 

UAW-CIO Annual Convention 


Andrews, Bartlett and Associates, Inc. 


American Decorating Company 
1849 West 24th Street ¢ Cleveland 13, Ohio © TOwer 1-6045 
The nation’s foremost firm in exposition production and furnishings. 
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SWIG-FAIRMONT HOTEL 


Your Choice of 


GREAT 


HOTELS 


For 
Sales Meetings 
Im The West 


Gi 


SAN FRANCISCO, CALIF, 


seat u 
for 


flutters 


COLORADO SPRINGS, COLO. 


Completely modernized. Spectacular view 
of ike’s Peak—summer and winter 
sports center. Pool, gt riding, nightly 
entertainment and dancing. onderful 
food in 4 new restaurants, Good air and 
rail transportation. Vatious meeting 
rooms seat up to 600; room accommoda- 
tions for 450. Open all year. European 
Pian Rates. 


Springt 
MOTEL AND SPA 
SAN BERNARDINO, CALIF, 


Complete freedom from distractions in a 
2000-acre foothill estate, only an hour 
from Los Angeles. One of America’s 
most luxurious resorts. 2 swimming 
pools, golf nearby, tennis, etc. Various 
meeting rooms, including theatre. Ac- 
commodations for 300. pen all year. 
European Plan Rates. Natural Spring 
Caves and masseurs! 


(Mission Inn 
HISTORIC GARDEN HOTEL 
RIVERSIDE, CALIF. 


Historic charm in a modern setting. 
Hotel completely modernized with dis- 
tinguished food in beautiful new restau- 
rants. | hour from Los Angeles and 
Palm Springs. Magnificent pool, golf, 
etc. 10 meeting rooms. Accommodations 
for 400. Open all year. Free parking. 


European Plan Rates. 


MANAGEMENT 


FOR FURTHER INFORMATION— 


write the hotel direct or consult 
John A. Tetley Company, 3440 
Wilshire Blvd., Los Angeles; 
phone: DUnkirk 8-1151; Feair- 
mont Hotel, San_ Francisco, 
phone: Exbrook 7-2717. 
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Georgia Power Starts with Teacher Training 
INA Stages 141 Meetings in 10 Days 
Personal Touch Is Good Stunt 


Why Pfizer Created Its Own College 
How in the world 
Your Weapon to Unleash Brain Power can you plan 
the designing, staging, 
equipping, writing and 
programming of a 
Public Exposition sales meeting and still keep up 
with your basic job 


Pittsburgh’s Party Includes River Barge of SELLING? 
“Exhibit Halls” Many major companies now 
answer that question 

by calling in TelePrompTer 

Corporation's Group 

Communication Division. We 

handle every phase of the 

PA meeting both technical and 
| speak for my company .. . creative, assuming responsibility 
Stuck for Local Club Ideas? for programming and providing 
such equipment as cueing 

devices, visuals, projectors and 


Bu OS ee eee eed snarl teweang 
stage manager—TeleMation. 

Effective? Let us show you 
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SCHINE Ks HO’ YT 


nde we 


Here, 
distinguished address . . 


@ 300 newly decorated, air-conditioned rooms with an ocean view 
Private dining and function facilities for groups up to 800 
Olympic swimming pool, cabanas, 3 blocks of private beach 


Nightly entertainment 


Superb Schine cuisine served in four fine restaurants 


THE McALLISTER HOTEL 
EL CENTRO de las AMERICAS 
Miami, Florida 


Miami's largest hotel, offering the most 
attractive selection of convention and ban- 
quet facilities. 500 rooms and suites, 
spacious ballroom, famous “Centro de las 
Americas.”’ Convenient to shops and sight. 
seeing centers. 


SCHINE QUEENSBURY HOTEL 
and MOTOR INN 
Glens Falis, New York 


“A gem in the beautiful setting of the 
Adirondacks.”” New, convenient Motor En- 
trance, 200 modern, air-conditioned guest 
rooms with TV, 8 private function rooms to 
accommodate groups from 10 to 500. In 
the heart of the Lake George-Saratoga 
region 


HOTEL NORTHAMPTON 
and WIGGINS TAVERN 
Northampton, Massachusetts 


100 newly decorated air-conditioned rooms 
with free TV featuring gracious Colonial 
decor. Group facilities for up to 300 per- 
sons, seven function rooms, spacious din- 
ing room for private groups, cocktail 
lounge. Famous Old Country Store and 
Wiggins Courtyard for browsing between 
meetings. 


in the center of the Miami Beach 
. vacation choice of celebrities everywhere. 
Set in seven acres of tropical gardens 
private world of vacation or convention pleasure. 


sines is a ie MS 
°C of convention groups of all sizes. — 
: ballrooms. 


“fun belt’ is Florida's most 


. the Roney Plaza offers a 


THE AMBASSADOR HOTEL 

and COCOANUT GROVE 

Los Angeles, California 
Most famous convention hotel on the West 
Coast, in the heart of America’s most 
glamourous playland. 600 air-conditioned 
rooms with private bath and TV, private 
dining and function rooms for groups from 
10 to 3000, swimming pool, cabanas and 
sun club. Home of the world-celebrated 
Cocoanut Grove Night Club. 


SCHINE AIRPORT HOTEL 
and MOTOR INN 
Bradley Air Field, Connecticut 


Serving Springfield, Mass., and Hartford, 
Connecticut . . . easily accessible by plane 
or car. Four graciously appointed suites 
for groups from 20 to 50. Ideally situated 
for regional meetings and training pro- 
grams . . . just three minutes from Bradley 
Air Terminal. 


See the sales or banquet manager 
in your nearest Schine Hotel, or write: 


SCHINE HOTELS EXECUTIVE OFFICES 
120 24 Street 
Miami Beach, Florida 


NEW YORK OFFICE 


375 Park Avenue 
New York, New York 
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This month 


AMERICAN sats the 


i> service across the 
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toouowret’ Ay hours coast to coast on 


America’s Leading Airline inaugurates a new age ae vr 
of flight for the nation on January 25. This is jet flight. a 
It is you in Los Angeles and then a mere 4!4 hours later 

arriving, fresh from exhilarating comfort in the air, at New 

York. Now with schedules east and west cut by 3 hours, 

you'll fly from New York to Los Angeles in only 51% hours. 

Soon American Jet Flagship service will be available at 

Chicago, Boston, San Francisco, Dallas, Washington, Balti- 

more and other leading cities. 

It's a joy to fly American’s Jets— now everyone will 

want to fly. Completely new pleasures await you in travel 

by jet. If you’ve never flown before, you’ll be amazed at the 

feeling of security with this mammoth Flagship carrying 
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American’s Jet Hagships 


you swiftly, yet gently and quietly. Vibration is gone. 
You relax in specially-designed reclining seats. You 
travel at tranquil altitudes, weather’s left below. 
Larger window area provides better view. The roomy 
cabin offers a chance to stretch. Lighting is new, and 
air-conditioning is totally effective, on the ground as 
well as in flight. Deluxe Mercury and Royal Coach- 
man services are provided in separate cabin sections 
on every flight. 

You can rely on American—its people and its 
planes. American Airlines’ friendly attention to pas- 
sengers comes from a pride in serving you. American’s 
crews are people of devotion, making your wishes the 
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command of the moment. On the ground and in the 
air, your comfort and security are our greatest con- 
cern. Join us on a Boeing 707 Jet Flagship. It’s the 
most thoroughly-tested airplane ever to enter airline 
service. Plan now for your most enjoyable flight ex- 
perience, travel on American in this new age of flight. 


Whenever you fly, rely on 


AMERICAN AIRLINES 


The Jet Airline 


SALES MEETINGS’ Directory of Conventions and 
Trade Shows gives you dates and sites of business 
and professional exhibits and meetings in both 
United States and Canada. 


ideal reference to trade shows when you want to 
introduce a new product or investigate a new market. 


Lists of events by industry and professional as well 
as by sites and dates. 


Issued quarterly with dates a year or more in ad- 
vance, Directory of Conventions and Trade Shows 
is just $12 a year. This authoritative reference is a 
“must” for every marketing department. 


SALES MEETINGS 
1212 Chestnut St., Philadelphia 7, Pa. 


Enter my subscription for one year to Directory of Con- 
ventions and Trade Shows—$12 per year. 


[_] check enclosed ["] bill me 
Name 
Title 
Company 
Address 


City 
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LETTERS TO THE EDITORS 


proud of U. S. exhibit 


Congratulations on a very thor- 
ough reporting job on the United 
States pavilion at Brussels. (“Suc- 
cess in Spite of Poor Exhibits,” 
Sept. 19, 1958) 

After visiting the fair I felt proud 
of the American exhibit. I am 
particularly grateful for the fact 
that for once we underplayed our 
industrial might and success. I 
talked to many people who at- 
tended the Fair, and I felt they 
appreciated America’s, as you term 
it, “modesty.” 

The theme of the fair revolved 
around the way we would live in 
an atomic world. This was not a 
trade fair. The people who left the 
Russian exhibit to visit ours felt a 
keen sense of appreciation that we 
had not sitet to the propaganda 
techniques of the Russian govern- 
ment. 

While there were details in our 
exhibit that could have been im- 
proved, the overall effect, in my 
—— was most pleasing and 
effective in presenting the Amer- 
ican way of life. 

Elmer L. Winter 
President 
Manpower, Inc. 
Milwaukee 3, Wis. 


discredit to exhibit planners 


I have read with interest your 
article on the Brussels Fair. 

Having been told beforehand by 
many Americans that our exhibits 
were very poor, we approached 
them quite critically, talked with 
numerous Europeans about them 
and watched with . great interest 
the reactions of many other Euro- 
peans as they looked at the ex- 
hibits. 

Much to our pleasant surprise, 
we were very impressed with the 
exhibits and found that the Euro- 
peans felt likewise. The exhibits, 
while not overwhelming, gave them 
a picture of the United States as 
it really is. The Europeans felt 
that they were getting a picture of 
what the United States is actually 
like, how our people live, what 
they do and how they feel. 

This, I believe, is what we are 
trying to portray and I think we 
succeeded admirably. Thus, from 
my viewpoint, I think you are do- 
ing a discredit to all of the people 


1959 


who gave so much time and 
thought to putting our exhibit to- 
gether. 

Walter F. Gips, Jr. 
Vice-President 
Harrison Wholesale Company 
Chicago 80, Ill. 


quoted in London, wanted in 
Cologne 


The Exhibition Bulletin, July 
1958, published by the London 
Bureau, London, England, quoted 
the May issue of your Sales Meet- 
ings which is devoted to “Market- 
ing through Exhibits.” 

Would you kindly send us one 
copy of this issue and charge us 
for the amount which will be 
settled by bank order. 

Law Robinson 
Ausstellungs-Und Mess— 

Ausschuss der 

Deutschen Wirtschaft E.V. 
Cologne, Germany 


handbook a hit 


I enclose my personal check for 
$1.50, for which please send me 
three additional copies of Meeting 
Planners Handbook, 1958. I have 
just received my copy and found 
it so interesting that I would like 
to send a copy to three members 
of my committee. There is one 
article in this edition that I espe- 
cially want these committee mem- 
bers to see. 

Wilda Richardson 
Pilot Club International 
Macon, Ga. 


reprints on post-meeting tours 


May we congratulate you and 
your magazine for publishing a 
most excellent and timely article 
entitled “Five Reasons for Growth 
of Post-Meeting Tours.” The article 
is well thought out and clearly 
written. 

It is our desire to use reprints of 
this article published in the Sep- 
tember 19 issue and we will appre- 
ciate knowing costs, etc. 

John Hickman 
National Sales Manager 
Hawaiian Village Hotel 
Waikiki, Honolulu, Hawaii 


display contests 
Can you help? 


Do you have anything in your - 


files of past Sales Meetings articles 


The Prudential 
Auditorium 


Chicago’s newest 
(and smartest) 
meeting hall! 


Prudential’s handsome, new as- 
sembly hall offers unique facilities 
to make your sales meetings more 
successful! With a seating capacit 
of 1100 people, it features Kexib e 
seating arrangements to meet any 
meeting requirement. For lunch- 
eon or dinner, up to 425 people 
can be seated and served. Cater- 
ing service is available. 


Prudential’s Auditorium stage 
is a full 40-feet wide, 20-feet deep 
—and raised 42 inches above main 
floor for ‘‘vantage point’’ viewing 
—anywhere in the Auditorium. 
Stage lighting facilities offer 120 
and 208-volt current. And, for your 
convenience, there’s a public ad- 
dress system plus a projection 
booth for slides and motion pic- 
tures. 


Let the splendid, new Pruden- 
tial Auditorium facilities help put 
your next sales meeting across! 
For reservations, contact: 


WHITEHALL 3-2800, EXTENSION 261 
Check this partial list of organiza- 


tions who have held successful meet- 
ings in the Prudential Auditorium. 


Life Magazine 

Wilson & Co., Inc. 

Westinghouse Electric Corporation 
Edward Hines Lumber Company 
Ford Motor Company 

Sears, Roebuck and Co. 
American Steel Foundries 
Needham, Louis & Brorby 
Commonwealth Edison Company 


For smaller meetings, the Pruden- 
tial Building offers convenient 
Conference Rooms on the 2nd and 
19th floors . . . accommodating up 
to 50 people. 


|THE PRUDENTIAL BUILDING 


Randolph, just East of Michigan Avenue 


ee eee 


ISA 


Pad 


dl - 


This world-famous resort offers every facility 


to get more work done...while you have more fun 


@ Unequalled Convenience Under One Roof. This 
complete year-round resort has every facility right 
on premises. Your men (and their wives, too) are 
happy to stay right on the spot, available for meet- 
ings. Yet the Concord is just 90 minutes from New 
York City over new super highways. Airport 
nearby. Scheduled bus and limousine service too. 


@ Meeting and Exhibition Space. 16 meeting 
rooms — capacity from 10 to 2000 persons. Com- 
pletely Air-Conditioned. No extra charge for use. 


@ Convention Equipment. Slide and motion pic- 
ture projectors, duplicating machines, typewriters, 
public address system, everything you need for the 
usual convention business... plus technical main- 
tenance help to set up displays. 


@ Accommodations. Handsome rooms and suites 
to accommodate 2000 persons. Deluxe master suites 
too. If you like luxury, you'll love the Concord! 


@ Gourmet Cuisine. Superb, plentiful food on the 
economical American Plan. Conventioneers dine 
together... discuss and fraternize. Private dining 


Pool and glass-enclosed, radiant heated Indoor 
Tropical Pool —supervised by Buster Crabbe. Year- 
round ice skating — skiing too when temperature’s 
below 32°. Health Clubs for both men and women, 
indoor sunbathing in the luxurious Cabana Club. 
Plus every other popular sports facility. 


@ Ladies Too! Yes, every vacation and recreation 
desire is filled to keep the little darlings happy 
while you attend to convention business. Beauty 
parlors, glamorous new shops, right on premises. 


YES, THE CONCORD HAS THE EQUIPMENT AND THE 
MANPOWER TO HELP MAKE YOUR CONVENTION THE 
GREATEST EVER. We've had hundreds of the biggest 


and best — and they come back year after year. 
Here are just a few of our recent clients: 


New York State Kiwanis, Philco TV, Prudential 

Life Insurance Co., Mutual of Omaha, Motorola 

TV, American Road Builders Association, Rotary 
International, Westinghouse. 


For complete information, call, wire or write: 


RAY PARKER, MANAGER 
JAY COHEN, CONVENTION SALES MANAGER 


rooms, if desired. Banquet facilities for up to 2000. CONCORD HOTEL KIAMESHA LAKE 

@ Sports and Recreation. Two great golf courses, NEW YORK 

under head pro Jimmy Demaret. Huge Outdoor Call Monticello 1140 or, direct line from N. Y.C., CHickering 4-0771 
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which would cover award compe- 
tions and display contests — from 
the initial mailing inviting submis- 
sions through to the final judging 
and ultimate display of the win- 
ners? 

We would very much appreciate 
any help you could give us in this 
area. 

Dorothy A. May 
Director Member Services ‘ 
The Point-of-Purchase 

Advertising Institute 
New York 36, N. Y. 
> Reprint of brochure outlining a 
National Industrial Advertising 
Assn. “Industrial Exhibits Award” 
contest plus an article from our 
July, 1953, issue is being sent. 


wants articles and “don'ts” 


I would appreciate your send- 
ing, to the attention of Mr. B. M. 
Reiss, copies of any articles you 
may have on industrial sales meet- 
ings. 

We are in the process of plan- 
ning a sales meeting, to be held in 
either December 1958 or February 
1959, for one of our industrial ac- 
counts. This meeting will be for 
representatives as well as dealers, 
and will probably be held here in 
the East. The company’s products 
are distributed nationally. 

If your Readers’ Service can pro- 
vide any-articles on sales meeting 
“don'ts” that too would be greatly 
appreciated. 

Natalie M. Gamso 
Friend-Reiss Advertising Inc. 
New York 19, N. Y. 


reorder for reprints 


On September 8, 1958, you sent 
us 500 reprints of “For the Meet- 
ing Planner: Guides to Styles, 
Groups, Methods.” (January 4, 
1957) This reprint has been very 
popular with our members, and we 
would like to order 500 copies 
more at this time. 

Will you please bill us at the 
above address. 

Carl F. Hawver 
Director of Public Relations 
National Consumer Finance Assn. 
Washington 6, D. C. 


borrow a phrase 


We would appreciate permission 
to use the phrase and design “Mar- 
keting through Exhibits” that was 
used in the May 2, 1958, issue of 
Sales Meetings. We would use 
this occasionally in our promo- 
tional material. 

Milton D. Gottlieb 
Displaycraft 


Manchester, Conn. 
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WHY IT PAYS TO MOVE 


EXHIBITS BY MAYFLOWER 


YOU ELIMINATE COSTS 


THESE 6 ways 


Before giving yourself a hasty answer to this question, “Would it 
pay to move my exhibits by van?” . . . consider its obvious ad- 
vantages, plus the way it eliminates these hidden and extra expenses 
you are paying now. 


| Minimizes need for costly building 4 Reduces costly setup and repack- 
and repairing of display shipping ing time where high-priced, extra 

cases. show help is required. 
Eliminates cost of rental furnish- 


Eliminates damage to displays— ings, since you can ship your own. 


and expensive (perhaps impossi- 


ble) repairs at the show Eliminates expensive extra days of 


work and extra travel involved in 
shows—lets you spend more pro- 
ductive time in your office. 


Often eliminates extra cartage, 
handling and storage costs. 


Call your local Mayflower agent for a copy of “17 Reasons Why” to 
help plan your exhibit moving—yours without obligation. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 


Mayfiowerg 


WORLD-WIDE MOVERS 


LE REINE BLIZABETEH 


Now Open .. The Latest Word in Convention Sites! 


THE QUBEN HBLIZABETH 


You and your group are assured of the most efficient handling, gracious service and 
the ultimate in function facilities when you hold your next convention or sales meeting 
at The Queen Elizabeth, Canada’s newest and finest hotel. 21 stories high, this magnifi- 
cent hotel provides 15,000 square feet of exhibit space, 23 sample or meeting rooms 
—accommodating up to 3,000 for a meeting or 2,000 for a banquet—and 1,216 spacious 
guest rooms with individually controlled 
electronic heating and air-conditioning. 


Delegates attending conventions at The 
Queen Elizabeth will thoroughly enjoy visit- 
ing distinctively different Montreal where 
British institutions and French traditions 
blend in a unique, delightful combination. 
Plan now to have your next convention at 


THE 
QUEEN ELIZABETH 
(A C.N.R. Hotel) 

MONTREAL, CANADA 


Operated by Hilton Hotels International 


For information, contact The Queen Elizabeth, Mon- 
treal, Canada Telephone: UNiversity 1-3511, or 
Joseph T. Case, Sales Manager, Hilton Hotels Inter- 
national, The Waldorf-Astoria, New York 22, N. Y. — 
Telephone: MUrray Hill 8-2240. 
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-EUROPE=HAWAII-JAPAN=HONG KONG 
NEW YORK-CALI FORNIA-CANAD. : 


Anywhere —at your convenience 


TRANSOCEAN AIR LINES” 


> 


will arrange a luxury CHARTER FLIGHT at towest prices 


Or make group reservations on our scheduled flights to Hawaii, 
the Orient, and Coast to Coast. We will fly you from any city.” 


Incentive Programs Employees Clubs Chambers of Commerce 
Service and Social Clubs 


Transocean pioneered air-tours of groups such as these. Phone or 

write for information about luxury travel at the most economical 

rates. We will be glad to help you with your plans without obligation. 
* Subject to airport facilities 


Write TRANSOCEAN AIRLINES* OAKLAND INTERNATIONAL AIRPORT, 
OAKLAND, CALIFORNIA: INCENTIVE TRAVEL DEPARTMENT 
Or phone the office near you: Los Angeles: 624 South Hill Street * San Francisco: Union 


Square at 212 Stockton Street « New York: 3O Rockefeller Plaza +» Chicago: 7 West 
Madison Street » Honolulu: 1040 Bishop Street + Oakland: Oakland International Airport 


A scheduled supplemental air carrier 
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CONVENTION? 


check Hilton first 


Today, more and more execu- 
tives are looking abroad for ef- 
fective meeting sites. They’re 
looking for fine business meet- 
ing facilities where audiences 
will be attentive; unusual 
places for off-hours relaxation; 
luxurious settings for post-con- 
vention tours. Where better 
than the Caribbean or Latin 
American areas? And where 
better than in one of these four 
beautiful and modern Hilton 
Hotels? 


Get the full convention story on any 
or all of these fine hotels from: Sales 
Division, Hilton Hotels International, 
The Waldorf-Astoria, New York 22, 
N. Y. Telephone MUrray Hill 8-2240 


Conrap N. HILTON 
PRESIDENT 


16, 1959 
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HAVANA 


@ Meeting rooms for 100 to 1850 
®@ Banquet facilities for 50 to 1300 
@ Closed circuit TV 


® 630 air-conditioned rooms, each 
with private balcony overlooking the 
famous harbor and the city. 
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FOR INSTANCE... The Caribbean's largest convention hotel 


LATIN AMERICAN or 


CARIBBEAN 


= 


fw) hilton 


- CUBA 
Pool and Cabana Club 


e Exciting night life in Havana 


@ No passport or currency problems 


Only 444 hours from New York, 55 
minutes from Miami by air, overnight 
by ship from Miami 


AND... more of the finest in flexible convention facilities 


IN BALMY SAN JUAN, PUERTO 
RICO, U. S. A. 

Set on a beautifully garden-landscaped 
peninsula, The Caribe Hilton offers com- 
plete seclusion for conventioneers, plus all 
summer sports and other entertainment. 
e@ 450 air-conditioned rooms 
Meeting capacity: 10 to 500 
Pool, surf bathing and other sports 
No passport or currency problems 
51% hours from New York, 314 hours 
from Miami 
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IN GLAMOROUS PANAMA, 

REPUBLIC OF PANAMA 
This past year, some of America’s most 
progressive organizations convened in this 
300 room, air-conditioned hotel. The ex- 
otic atmosphere leads to fresh, imagina- 
tive solutions. Convention facilities serve 
up to 1200. Swimming pool, tennis courts. 


S-fine fal 


IN THE HEART OF MEXICO CITY 
Everything, including your meetings, ab- 
sorbs the vivid colors of this historic 
metropolis. Meetings from 40 to 350 per- 
sons, and all 400 rooms are delightfully 
air-conditioned. 
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HOLD YOUR CONVENTION WITHOUT ANY FUSS 
.. JUST LEAVE THE DETAILS TO US 


MIAMI BEACH'S LARGEST — NEWEST HOTEL 


with a staff of full-time convention experts 
to serve you 


A convention is a confusion of small 
details that needs a highly experienced 
staff to organize it. Make your next 
convention smooth, blunderless, 
pleasurable. Relax in our sunshine... 
have fun. We’ll do the work. 


Nine Meeting Rooms with capacities 
from 75 to 1500 


Sixteen Conference Rooms with capacities 
from 10 to 50 

Eight Dining Areas with capacities 

from 40 to 1000 

Exhibit Area—18,000 sq. ft. 

Booth Area—116 booths (8’ x 10’) 


GUEST FACILITIES EQUIPMENT 


620 elegant rooms with private bath Complete audio and visual facilities 

21” screen TV and radio in every room Sound and slide projectors, 16MM and 35MM 
1000 feet of private beach front Lights, props comparable to average theatre 
Olympic-size swimming pool Print shop, carpenter shop, paint shop 

Sports of all sorts Full-time engineer attends all meetings 
Parking facilities for 620 cars Technicians and stagehands 


For brochure giving complete details, write Ben P. Gould, Vice President - Sales 


the CARILLON ¢ OCEANFRONT 68th TO 69th STREETS ¢ MIAMI BEACH, FLORIDA 
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SYRACUSE, N. Y. 


Plans are completed for a $5- 
million motor hotel, announces 
Donald S. Potter, president of Pot- 
ter Real Estate Co., sponsors of the 
pee. The 408-room hotel will 

e air-conditioned with bar and 
restaurant facilities, banquet and 
meeting rooms, plus 4 ane and 
outdoor swimming pools. 


TORONTO 


New addition to the Royal York 
Hotel, expected to open early this 
year, will add 400 rooms upping 
total rooms to 1,600. Five floors of 
the addition were designed exclu- 
sively for convention use—offering 
100 suites, 31 meeting and dining 
rooms, plus banquet facilities for 
1,000. 


BEVERLY HILLS, CAL. 


Big feature of Beverly Hilton 
Hotel’s $1-million expansion and 
remodeling program is new Inter- 
national Ballroom with capacity 
for 1,650. Room is second in size 
to only the Waldorf-Astoria, say 
hotel officials. 


SAN FRANCISCO 


Construction of Jack Tar Hotel, 
city’s first new hotel in 30 years, 
is underway. Scheduled opening 
date is mid-November, 1959. Na- 
tional and state conventions for 
1962 have been booked already, 
reports Sales Manager George Sto- 
bie. 


SAN JUAN, P. R. 


Condado Beach Hotel is in the 
midst of a $250,000 refurbishing 
program. Plans call for lobby re- 
modeling, new carpeting and deco- 
rating of 100 rooms in the main 
building. Remodeling of the large 
meeting room, main dining room 
and Fiesta Room has been com- 


pleted. 


ST. LOUIS 


Pick Hotels Corp. announces 
plans for a $1-million, 116-room 
motor hotel to be opened June, 
1959. Completely air-conditioned 
unit will feature private meeting 
rooms, restaurant and private swim- 
ming pool. Irvin Goldfarb, real 
estate developer will build the 
hotel and turn it over to Pick 
under a long-term lease. 
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HOW (l0 you stand in the “Box Score” ? 


HI, PETE! 
GOT YOUR EXHIBIT 


} » SURE. BILL... 
SET UP YET? FINISHED AN 


HOUR AGO. 


| USED TO BE 
“BOXED-IN “ 
TOO, BUT...NOT NOW. 
MY COMPANY USES 
UNITED VAN LINES’ 
EXHIBIT 


MOVING SERVICE 4 


GOSH, HOW DO YOU 
DO IT? WITH ALL THESE 
CRATES TO WRESTLE I'LL 

BE HERE ALL NIGHT. 


BULKY CRATING. 
UNITED PROTECTS OUR 
EXHIBITS WITH SOFT, 
QUILTED, SANITIZED 
PADDING...CUTS THE 

SHIPPING WEIGHT, 
AND WE GET SET 
UP IN HALF THE 


NO SIR-R-EE! 
WE TOOK YOUR 
ADVICE. WE'RE 
2 USING UNITED 
} SERVICE 


casein: 4 : ‘ (iM fr FROM NOW ON. 
ue 
| vm - rel 


You'll do better with United service, too... save on crating, 
cartage and set-up time. Ask your nearby United Agent for full 
details. He's listed under ‘“MOVERS"’ in the Yellow Pages./ ’ 


A fact-packed booklet explain- 
ing how to “PUT YOUR SHOW 
ON THE ROAD... THE MODERN WAY" 


Write to: UNITED VAN LINES 
St. Louis 17, Mo. 
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Chicago’s Most Exclusive Hotel... 


| Hotels Ambassadar 


Now offers complete facilities 
for business meetings 


New Guildhall Ballroom * All the very latest lighting and special-effects equipment 
, - . , * exhibition facilities + closed circuit television + visual 
Wide Range of Function Rooms ee re sige 
aids and projection facilities * completely air-conditioned 

Latest Equipment * comfortable seating throughout + parking by doorman 

service + Dictograph service available without charge + 


T ec oLeb Am JASE do now fe ea-Ci 4 "AL- ’ , ° 
he Hotels bassador offer red-carpet treat Choose Your Function Room at the Hotels Ambassador 


ment plus the most extensive facilities available, Dinner Reception Meeting 
Capacity Capacity Capacity 
for your next business meeting. With a complete GUILDHALL ia 600 1800 900 
array of rooms, starring the magnificent new Guild- FOUR GEORGES 300 700 100 
hall Ballroom, accommodations are available for GEORGE I 150 300 200 
GEORGE Il & GEORGE III 15 300 150 
THE CIRCUS : _ 35 
GAINSBOROUGH ROOM 

CHIPPENDALE ROOM 


luncheon and dinner functions seating 6 to 600. 
Why not combine the finest in location, service, 
prestige and facilities (see listing) when you hold 
your next function. Let the Hotels Ambassador THE BATH 
give your meeting an entirely new look, a new feel- SARAH SIDDONS WALK 
ing of success at Chicago’s very best address! JOSHUA REYNOLDS 


For full information contact Catering or Sales Departments 


HOTELS 


Home of the Fabulous Pump Room 
NORTH STATE AT GOETHE «+ CHICAGO «¢ ILLINOIS «+ SUperior 7-7200 
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WASHINGTON, D. C. 


Second Marriott Motor Hotel, at 
Key Bridge, is expected to open in 
the spring. The $2.5-million hotel 
will have 210 air-conditioned 
rooms, two swimming pools, and 
banquet and convention facilities 
for 300. U-shaped structure will 
consist of one four-story building 
and two two-story buildings — all 
connected by covered walkways to 
adjoining dining room and coffee 


shop. 


CHARLOTTE, N. C. 


Construction is started on Man- 
ger Motor Inn, three-story building 
built on stilts to provide parking 
underneath the building. Inn has 
147 rooms and suites with avail- 
able space for 150 more. Building 
boasts a central garden and recrea- 
tion area with a swimming pool 
under glass. Ballroom for 250, 
meeting and sample rooms are 
planned. 


BOSTON 


Plans are underway for a 25- 
story, 1,000-room hotel to be oper- 


ated by Hotel Corp. of America. 
Operating contract was awarded 
recently by Prudential Insurance 
Co., who will build the hotel—part 
of Prudential Center, a multi-mil- 
lion dollar development. 


ATLANTIC CITY 


Modernization program slated 
for Convention Hall is expected to 
be completed by December, 1959, 
at a cost of $2 million. Alterations 
will add 60,000 sq. ft. of space, 
enabling hall to handle two simul- 
taneous conventions or trade shows, 
says Albert H. Skean, consultant to 
the city’s convention bureau. Drive- 
way on lower level will be elimi- 
nated and the area used for ex- 
hibits. Tunnel under the Board- 
walk will accommodate traffic and 
lead into the exhibit hall. 


PHOENIX 


New $2-million hotel-motel, Con- 
tinental Phoenix, is in the planning 
stage. The 190-room hotel will be 
seven stories high in the front and 
will feature banquet, convention 
and dining facilities. Construction 
should take about eight months, 
reports L. L. Stroud, president of 
the company which will build and 
operate the hotel. 
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IDAHO 


YOUR COMPLETE CONVENTION CENTER 


Here's o happy man attending a convention. The day's 
business was wrapped up half an hour ago and he'll be on 
deck in the morning really refreshed and ready to work, after 
relaxing at his favorite sport. If you like to make convention 
business a pleasure, then Sun Valley is for you. 


We'd welcome the opportunity to show you how nicely our 
facilities and activities will fit your convention requirements. 
For free convention folder and the complete story, just write 
Mr. Winston McCrea, Manager, Sun Valley, Idaho (or phone 


Sun Valley 3311). 


MEETING ROOMS 
No. of Rooms Max. Capacity 
OPERA HOUSE 500 
DUCHIN ROOM 100 
SLALOM ROOM 100 


Numerous smaller rooms 20 to 50 


BANQUET ROOMS 
No. of Rooms Max. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 
Liquor by the drink available 


per state laws except Sunday 
and designated holidays. 


RATES 


AMERICAN PLAN EUROPEAN PLAN 
LODGE INN 


$18 $16 Futon” 
$21 | 9 make onan 
CAPACITY 


Sleeping accommodations for 500 persons 


RATES ON 
REQUEST 


OWNED AND OPERATED 
BY UNION PACIFIC RAILROAD 


Abe ei eae pea LEGEND: 
Give your convention / . ? C et " eee Delta Air Lines rovtes 


/ === Interline Through 


a flying start with Delta’s new 2 Plone Services 


Personalized 
Convention Service 


Delta’s PCS relieves you of all travel plan- 
ning detail—assures a smooth operation 
whether for group movement or individ- 
uals. Delta services will be tailored to your 
specific needs, will help boost attendance, 
make it a great convention. 


Fly DC-7 Royal Service Flights 
or thrifty "Flying Scot" aircoaches 


Just put your plans in Delta’s hands. 
Call your local Delta Sales Office or write to AIA LINES 


Convention Bureau, Delta Air Lines, 


Atlanta Airport, Atlanta, Georgia ONE OF AMERICA’S PIONEER SCHEDULED AIRLINES 


THE NEWEST PRESHGE MEETING SPOT OF FLORIDA’S WEST COAST! 


and the Desert Ranch, 


6300 Gulf Bivd., St. Petersburg Beach, Fla. 
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OVER 300 


air conditioned twin bedded rooms 
IDEAL FOR 
WORK OR PLAY 


Meeting rooms for up to 600... all 
completely air conditioned . . . tastefully 
furnished rooms . . . efficiencies . . . suites... 
delightful meals . . . planned social activities . . . 
two cocktail lounges . . . tropical patios . . . huge 
private beach . . . three swimming pools . . . three golf 
courses nearby . . . fishing . . . swimming . . . putting 
green ... baseball . . . jai alai. .. horse and 
dog racing (winter season) 


For information contact 
John W. Astarita, Mging. Dir., or phone 22-1011 St. Petersburg 
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ATLANTIC CITY 


SHERATON HELPS YOU MAKE THE MOST 
OF A GREAT RESORT LOCATION! 


f 


...with the Setting and Service 
for Successful Business Meetings 


New! Everything is new but the view . . . with famous Sheraton 

service, too. Completely re-decorated and refurbished, the Sheraton 

, Ritz-Carlton offers unmatched meeting facilities in this famous resort. 

All meeting rooms completely 
Air Conditioned. Featuring 

our own Sheraton Ritz Splendid choice of guest rooms, every one with an ocean view, and 

Convention Hall. f 


Wide choice of meeting rooms for 10 to 1400, all completely equipped. 


spacious! And it’s the nearest downtown boardwalk hotel to Atlantic 
City’s Convention Hall. All the elements combine at the Sheraton 
Ritz-Carlton to help you make the most of Atlantic City as the back- 
ground for your meeting or convention. Why not look into it now, to 
begin preparing for your most successful meeting ever! 


For full information and details contact Director of Sales 


SHERATON Ritz-Caruton HOTEL 


On the Boardwalk, Atlantic City, New Jersey 
MEMBER OF DINERS’ CLUB 


JANUARY 16, 1959 


HAVANA IN THE GRAND MANNER! 


in Cuba’s most luxurious new 

hotel... the HAVANA RIVIERA 

. +» Wedado on the Malecon, 

Havana, Cuba! 

Completely air-conditioned, 

with 400 luxurious ocean-view 

rooms... with 

Olympic pool, 75 cabanas, 

Solaria and Health Club... 

fine food in elegant 

dining rooms, spectacular 

Copa Night Club, magnificent 

casino, coffee shop, cocktail 

lounge and Doble o Nada Bar, 

the HAVANA RIVIERA offers 

a whole new world of pleasure 

in one of the most fascinating 

cities in the world! 

Designed with group meetings 

in mind, it offers spacious 
HOTEL / CASINO meeting rooms that will flexibly 

and comfortably accommodate 

from 50 to over 500... and every 

facility and service for 

meeting perfection! 


T. James Ennis 
Managing Director 
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For complete information write or wire: JIM MILLS & ASSOCIATES: Miami: Roper Building « FRanklin 1-2573 
LEONARD HICKS, JR. & ASSOCIATES: Chicago: 505 N. Michigan Ave. « MOhawk 4-5100/ New York City: 65 West 54th 
Street « Circle 7-6940/ Washington, D.C.: 1145 19th St., N.W. + EXecutive 3-6481 /Cleveland: Hotel Cleveland « PRospect 11-7827 
JOHN A. TETLEY CO.: Los Angeles: 3440 Wilshire Bivd. + DUnkirk 8-1151/San Francisco: Fairmont Hotel « DOugias 2-2022 


~ 
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Belgian government has agreed to accept as a gift the theater 
and plaza in front of the American exhibits at Brussels. Main 
exhibit building will be torn down. Federation of British Indus- 
tries is negotiating to sell the British Industries Pavilion at 
Brussels. Both Holland and Belgium are rumored to have made 
offers for the glass-walled building, but the F.B.I. hopes to 
interest a British buyer who will re-erect the building in Britain. 


Year-end election of association officers is underway. H. H. 
Howry, Jr., exhibit manager, American Can Company, was 
elected president of Exhibitors Advisory Council. R. M. Greiner, 
Borden Company, was named vice-president. New Exposition 
Management Association president is William C. Copp, Institute 
of Radio Engineers. Exhibit Producers & Designers Assn. re- 
elected President Harvey G. Stief, Harvey G. Stief, Inc., Cleve- 
land. New vice-president is Clarrence R. Murphy, Novelart Dis- 
play Co., San Francisco. 


Highlight of petroleum industry’s centennial year will be the 
1959 International Petroleum Exposition slated for Tulsa, Okla., 
May 14-23. Exhibitors will spend over $500 million to show 
latest developments in exploration, drilling, producing, pipe- 
lining and refining equipment and services. Attendance is ex- 
pected to top 30,000. World Petroleum Congress is scheduled 
for New York, May 30-June 6 to allow delegates time to visit 
the exposition. 


Government of India will use a floating fair to publicize Indian 
goods and promote foreign trade. Cruising vessel will be loaded 
with a variety of Indian products, including machinery, textiles 
and handicrafts and other goods. Hundred-day cruise will take 
the ship to countries along the Persian Gulf, Red Sea, East Africa 
coast and to island of Ceylon. 


Space reservations for 1959 Welding Show indicate show will top 
previous years, says show management. The 40th annual con- 
vention, slated for Hotel Sherman, Chicago April 6-10, is ex- 
pected to be biggest in history of the Society. Show will be held 
at International Amphitheatre, April 7-9. 


Dallas Trade Mart, Dallas, Texas, originally planned for perma- 
ment exhibits only will open with Dallas Gift Show, Feb. 22. 
Space will be available in Mart until the opening of the nearby 
Dallas Trade Show Arena—slated to go into construction soon. 
Trade Mart features escalators, restaurants, a 6,000-car parking 
lot and “frequent bus service” to downtown hotels. Temporary 
exhibits will be housed on second floor. 


Exhibitors at July 1958 National Housewares Manufacturers 
Assn. show received a refund of 22% of their exhibit fees, an- 
nounces Dolph Zapfel, secretary. Cash return tops 20% refund 
awarded after 1957 show and continues the show’s record of a 
refund each year since 1939, he adds. Space for the January 
12-16 show in Chicago’s Navy Pier is sold out with total of 734 
manufacturers represented. 
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Your Next 
Convention... 


plan it with 


NORTHEAST 


Northeast Airlines serves the 
resort and convention cities 
on the East Coast—New York, 
Philadelphia, Boston, 
Washington, Miami—the 
places where successful 
conventions are held. And 
Northeast’s special conven- 
tion department provides 
you with promotion plans; 
publicity; details on charter 
flights, group travel plans, 
special rates, hotels and tours. 


Get your next convention 
off on the right foot—Plan it 
with Northeast. 


Get full information from 
your nearest Northeast Sales 
Manager... or write/wire: 


Traffic and Sales Department, 
1700 ‘‘K”’ Street, N. W., 
Washington, D.C. 


NORTHEAST 


America’s Fastest Growing AIRLINE 
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ACCLAIM POURS IN FROM NATION'S 


LEADING ORGANIZATIONS 


“Par excellence.” 
International Business Machine Corp., |.B.M. 
“Convention was one of the finest in history.” 
Florida Retail Liquor Dealers Association 
“The most beautiful hotel in the world.” 


Nat'l Postal Transport Association 


“Nothing but praise.” 
Nat'l Institute on Crime & Delinquency 
“The biggest and best convention ever.” 
Housing Authority, City of Miami 
“Complete satisfaction.” 
American Petroleum Institute 
“Surpasses any previous convention.” 
Protective Life Ins. Co. 
“ Details carried out to the ’nth degree.” 
Fla. R.R. & Public Utilities Commission 
“Convention executed flawlessly.” 
Phi Lambda Kappa Fraternity 
“The Deauville made all the difference.” 
Watch Material Distr. Association 
“Completely successful.” 
Fla. Consumers Finance Association 


“All members highly pleased.” Servall Co. 
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*20,000,000 
SUCCESS 


THE DEAUVILLE CELEBRATES 
PREMIER YEAR WITH RECORD- 
BREAKING CONVENTION BUSINESS! 


THE REASONS ARE CLEARI 


THE DEAUVILLE, conceived as a magnificent convention-hotel, engineered in advan 
design, architecture and decor, offers the perfect setting for smoothly functioning cc 
ventions, regardless of size. This ultra-modern 600 room convention luxury hot 
occupying two blocks on the Atlantic Ocean in the Heart of Miami Beach, is 


IRRESISTIBLE invitation to business, pleasure and relaxation for delegates a: 
their families. 


The DEAUVILLE CONVENTION HALL, over 21,000 square feet of unobstruct 
floor space, comfortably seating 3,500 people theatre-style...accommodating 2,5 


people banquet-style. Sound-proofed sliding walls can be partitioned into two or thr 
more areas for smaller groups. 


35,000 SQUARE FEET OF EXHIBIT SPACE 


AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 


“Projectioneered” for conventions, SUPER-abundant for the most demanding 


display purposes. Heavy exhibits are handled by powerful elevators that can 
lift a truck HYDRAULICALLY from the loading ramp to the auditorium’s stag 


12 ULTRAMODERN COMMITTEE MEETING ROOMS FOR 60 OR MORE. 
20 SPECIAL ROOMS FOR SMALLER GROUPS. 


NUMEROUS Press Rooms and Work Shops, complete with telephones, typewrite 
for press releases. Projection Room with complete visual aid facilities. 


PLANNED FOR PLEASURE 


2 swimming pools, and 550 feet of private ocean beach—the Cabana Colony, puttir 
greens and sun decks... for fun in the sun! 


2 magnificent night clubs, featuring great name bands and stars of Broadway ar 
Hollywood! 


Miami Beach's only indoor ICE SKATING RINK...one of the many DEAUVILL 


pleasure exclusives! 
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First National Toy Show will cover six floors of Morrison Hotel, 
Chicago, May 17-21. Managed by Jules Karel & Associates, show 
will aim at jobbers, retail specialty shops, non-food supermarket 
departments, premium users, club plan operators and retail stores. 


U.S. will “go it alone” and act as sole sponsor of a series of 
trade shows slated for India this year. In the past Office of 
International Trade Fairs has limited U.S. exhibits to international 
trade fairs initiated by host country. Exhibits will demonstrate 
“American know-how at work” with displays featuring actual 
shops in operation. First show opened in New Delhi, Dec. 10 
for a month-long stay. Present plans call for the exhibit to move 
to Calcutta in the spring and then on to other Indian cities. 
Exhibit theme, “The Place of Small Private Enterprise in a 
Developing Economy,” is keyed to India’s second five-year plan 
for greater industrialization. Exhibits emphasize part small busi- 
nesses can play in the program. Hundred or more American 
companies and associations have contributed or lent products to 
be demonstrated and displayed. Shops in actual production will 
demonstrate the newest techniques. Shops include resistance 
welding, fabricating welding, automotive, heat treating, sheet- 
metal, machine, investment casting, shopsmith, metal spinning, 
woodworking and furniture making, dry cleaning, and gold 
plating. Millers National Federation is sponsoring a wheat ex- 
hibit, including a doughnut making machine. Dairy Society Inter- 
national helped put together a complete milk recombining exhibit 
using dried milk and butter fat to make milk and ice cream. 


Promotion of “Delaware World’s Fair” was interrupted when 
police charged promoter Robert B. Kimball with fraud and forg- 
ery. Kimball founded World Fair Operating Co. and Delaware 
World’s Fair Trade Exposition in 1956. Companies were sup- 
posed to be organizing a world’s fair in Delaware—to run from 
1960 to 1962. Brochures distributed by the companies described 
the fair, estimated attendance and claimed the fair had 18,387,560 
sq. ft. available for lease at $5 per foot. Kimball was arrested 
on charges of investors who, policy say, contributed over $30,000 
for a share of $183,875,600 in profits from the nonexistent Dela- 
ware enterprises. Police say Kimball owns no land in Delaware 
and holds no options. 


Shows and exhibits will be discussed a full day at Fourth Annual 
Workshop on Advertising to Business & Industry, sponsored by 
Association of National Advertisers. Two-day meeting at Hotel 
Webster Hall, Pittsburgh, is slated March 5-6. First day will be 
devoted to direct mail, creative approaches in copy and art and 
industrial buying influences. 


U. S. will exhibit in Moscow. Six-weeks exhibit in Sokolniki Park 
will open July 4. Over $3 million is budgeted. This is first U.S. 
exhibit ever staged in U.S.S.R. 


Fifth Intl. Automation Exposition and Second Military Automa- 
tion Show are scheduled for New York Trade Show Building, 
New York City, Nov. 16-20. Events are in conjunction with 
Fifth Intl. Automation Congress. 
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LATEST ADVANCE 
IN 


VISUAL AIDS 


PEP UP YOUR 
PRESENTATION . . 
... with this 
lightweight 

aluminum portable 
easel. Rigidly 
supported on four 
legs. Arlington's 
easel combines 


beauty and utility. 


5 WAY 


PRESENTATION EASEL 

@ Paper Ped Presentations @ Blackboard Chalktalks 

@ Flip Chart Presentations @ Card Chart Speeches 
@ Point-of-Purchase Posters 


ONLY $42 S o 


Send for free literature 


easel as chalkboard 


ARLINGTON 


ALUMINUM COMPANY 
19005 W. Davison ¢ Detroit 23, Michigan 
ee oe 


Please send me complete information on 
i the Arlington 5-way Presentation Easel. | 


nome 


title 


address. 


| city 


state 


your best choice is 


Dallas.... 
your best host is the 


AKER hotel 


Completely air conditioned — 


Dazzling Dallas’ most popular host, the Baker is the closest Motor Lobby — TV — Radios — 
major hotel to the new municipal auditorium. 11 versatile meeting Central Location 
rooms, all on one floor, accommodate from 40 to 1500 persons 

for meetings and from 30 to 1300 persons for dining. Delegates 800 Guest Rooms 
prefer the Baker's exceptional location and accommodations. 


English Room—dining, 85—meeting, 125 
Tally-Ho Room—dining, 45—meeting, 50 
Camellia Room—dining, 35—meeting, 40 
Rooms, 1-2-3—dining, 135—meeting, 150 
Each room individually will accommodate OFFICES 


45 for dining and 50 for meetings EXecutive 3-6481 
Room 4—dining, 30—meeting, 40 


Room 5—dining, 50—meeting, 50 Y Circle 7-6940 
Crystal Ballroom and Lounge— Chicago MOhawk 4-5100 
dining, 1,300—meeting, 1,500 Miami PLaza 4-1667 


Texas Room—dining, 185—meeting, 225 


COMPLETELY AIR-CONDITIONED 


Look for 


1400 beautifully decorated guest rooms—each 
with television and radio. 


Located in the heart of Times Square and the 
fabulous theatre district. 


For your next conference 10 new luxurious meeting rooms to accommo- 


date from 10 to 500. 


HOTEL A variety of exciting new dining rooms. 


Private subway entrance—one stop to the 
Coliseum. 
i Minutes away from Grand Central and Penn- 
sylvania Stations. 
44TH TO 45TH STREETS 


AT 8TH AVENUE 
NEW YORK CITY * JUdson 2-0300 


Within walking distance of West Side Airlines 
and Port Authority Bus Terminals. 


Excellent hotel garage facilities. 


Frank W. Kridel, General Manager * A Zeckendor}{ Hotel 
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What finer way to get your convention off to a successful start than 


aboard a Pan 
thoroughly 


Am Jet Clipper. The new Boeing 707 is the most 
flight-tested airliner ever to enter commercial service. 


Sales conventions that go over BIG 
...gO Overseas 


Ir YOU THINK that no place for a conven- 
tion could please everybody—just wait till 
you announce that your next convention is 
going to be held in Nassau, Bermuda, 
Hawaii or some other romantic overseas 
resort. (And if you really want to give the 
boys a lift, think what flying them to Europe 
in a JET would do to their morale! ) 


Not only does an overseas convention 
please everybody, but it gives your com- 
pany prestige. And consulting Pan Am will 
insure your picking the right place at the 
right time. Your Pan American representa- 
tive will advise you regarding hotels, local 
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arrangements, special events—and show 
you professional movies of the place you 
select. The cost? Often less than many 
ordinary gatherings in crowded cities here 
at home. 

You have dozens of inviting places to 
choose from by Clipper*. And Pan Am’s 
experience in more than 31 years of overseas 
flying is proof positive that you'll have every 
service and consideration you might wish. 
For further information, call your Travel 
Agent or write: Henry Beardsley, Pan Amer- 
ican, P. O. Box 1790, New York 17, N. Y. 


*Trade-Mark, Reg. U.S. Pat. Off 


FIRST ON THE ATLANTIC 
FIRST ON THE PACIFIC 
FIRST IN LATIN AMERICA 
FIRST ‘ROUND THE WORLD 


WORLD'S MOST EXPERIENCED AIRLINE 
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JASPER VANCOUVER EDMONTON 
MONTREAL NATIONAL PARK Hotel Vancouver** The Macdonald 


The Queen Elizabeth* 
Le Reine Elizabeth* Jasper Park Lodge 


SASKATOON 
The Bessborough 


HALIFAX 
om The Nova Scotian - WINNIPEG 


 <ae4 The Fort Garry 
CHARLOTTETOWN . 


The Charlottetown ST. JOHN'S 


Newfoundland Hotel 


Luxurious Canadian NATIONAL Hotels were especially Fas mae -7~ gh 


planned to provide superb facilities, accommodations and apis tiainienias 
service. In colorful settings from coast-to-coast, pein =! a 
CNR Hotels render a complete service for conventions. Railway Company. 

For full information, which includes thorough travel and 
convention-planning services, write: 


A. P. Lait, Manager, Convention Bureau, 


| CANADIAN 
Canadian NATIONAL Railways, é, & ef NATIONAL 


Montreal, Canada. RAILways ¢ 


TRAVEL RELAXED...TAKE THE TRAIN 
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Is This Meeting Really Necessary ? 


Do you use a conference to dodge decision 
making? Do you hoodwink a meeting by driv- 
ing a group toward your predetermined deci- 
sion? 


Both these charges are leveled at American 
executives by a British communications special- 
ist. He is C. Osmond Turner, barrister-at-law 
and senior partner, Osmond Turner Mead As- 
sociates, London. 


He contends that most conferences in the 
United States fly under false colors. Meetings 
are called when they shouldn’t be. We (Ameri- 
cans) spend too much time at meetings, says 
Turner. Over every conference door should 
hang the sign, “Is this meeting really neces- 
sary?” says Turner. 


“I don’t think democratic procedures always 
work,” declares Turner. They are used to dodge 
a decision by the top man. Instead of making a 
decision, an executive calls a meeting to have 
conferees make a decision. This, claims Turner, 
“is an insurance policy so that the group can 
take the blame for a faulty decision.” 


Just as bad is the executive who makes a 
decision and calls a meeting ostensibly to arrive 
at one. He uses the conference to fool the group, 
but fools himself. Because the group really 
didn’t arrive at its own conclusion—but the boss’ 
—the group has no enthusiasm to carry out the 
plan agreed to. 


Turner contends that meeting planners should 
handle time as monev. Each executive should 
be given a conference budget in dollars and 
cents. He has to watch his budget carefully and 
not use it up in unnecessary meetings. To de- 
termine how much money he is using, the 
executive makes a few simple calculations. First, 
he figures how much each man’s time is worth 
an hour (based on his salary). If he calls 10 men 
together and each man’s time is worth $9 an 


Les? 


hour, an hour-long meeting means $90 applied 
against the conference budget. 


Objectives for every conference should be in 
writing, says Turner. When you can put down 
your goal in a clear statement, your chances at 
success are good. 


“People should be free to talk at a meeting, 
but should know that management will make 
the final decision.” This means that “manage- 
ment should come with an open mind,” Turner 
points out. 


“Let's not pretend that committees make de- 
cisions,” Turner declares. “Nine out of 10 of 
them don't.” 


At meetings in America, according to Turner, 
it is easier for people to talk. A more permissive 
attitude exists here. However, while the atmos- 
phere is good, meeting structure is bad—“like a 
cocktail party,” says Turner. 


For a good conference, the subject should be 
taken up in easy steps and in logical sequence. 
Group leader should sum up relevant points 
periodically and discard irrelevants. A good 
conference may “snake a bit but must follow a 
reasonably straight line,” says Turner. 


He admits that your setting limits to discus- 
sion with Americans is difficult, but it is neces- 
sary to stay within your time budget to make 
conferences productive. 


British are more conscious of time wasting in 
meetings, according to Turner. However, groups 
enjoy less give-and-take at a conference. He 
looks for the time when British sessions are less 
autocratic and American meetings are less demo- 
cratic. 


For his one major piece of advice to American 
executives, Turner says: “Nobody should call a 
meeting until a meeting is determined to be 
the right thing to use to settle a problem.” 


INCOMPARABLE 
CONVENTION & SHOW 


CENTERS IN THE SOUTH 


* Central Locations —excellent transportation accessibility 
* Flexible meeting and display space arrangements 
%* Heavy duty elevators and power facilities * The latest visual and acoustical devices 
* Excellent banquet facilities and service 
* Guest rooms with modern decor. T.V. * All hotels 100% air conditioned 
* Ample garage facilities * Superb restaurants 


DINKLER-TUTWILER...BIRMINGHAM, ALA. 


Meeting capacities 25 to 1800 
Banquets to 1300 
Dances to 1800 

Guest Rooms 450 


DINKLER-JEFFERSON DAVIS... MONTGOMERY, 4 ALA. 


Meeting capacities _ to 350 


DINKLER-ANDREW JACKSON...NASHVILLE, TENN. 


Meeting capacities 40 to 400 
Banquets to 350 
Dances to 300 

Guest Rooms 400 


ST. CHARLES...NEW ORLEANS, 


inkler 


CARLING DINKLER, SR. . 
President HOTELS Exec. V. P. & Gen. Mgr. 
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WHY UNITED'S EXTRA CARE 
CAN HELP YOU BOOST CONVENTION ATTENDANCE 


Most important is the fact United 
makes it easy for your members to 
attend — fast, convenient service to 
major convention cities coast to coast 
and to Hawaii. 

Next comes choice of service: lux- 
urious Red Carpet* flights, the most 
glamorous travel in the sky. Or low- 
fare CUSTOM COACH with delicious 
food and “stretch-out” comfort. Also 
regular Air Coach. 


Remember, too, every United Main- 
liner® is radar equipped to assure 


EXTRA CARE AT NO 
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your members of a smoother, more 
dependable flight. 


Last, but not least, is United’s per- 
sonalized planning service to help you 
spark even greater attendance. And, 
in case you didn’t know, United’s re- 
served air freight guarantees space 
for shipping all your convention ma- 
terial economically and on time. 

For full details, call United’s near- 
est office. Or write M. M. Mathews, 
Mgr. of Convention Sales, United Air 
Lines, 36 S. Wabash, Chicago 3, Il. 


Convention route 


of the nation 
AIR LINES 


® 


EXTRA FARE ON UNITED—THE RADAR AIRLINE 
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SHERATON HALL 


Largest ballroom in Washington's largest hotel 


Every detail of the Sheraton-Park Hotel contributes to the one big effect you 
want ... a successful, stimulating, result-getting sales meeting or banquet! 


Sheraton Hall, the Sheratcn-Park’s new ballroom, can accommodate 2,000 
for dinner or 3,000 for a meeting. The acoustics are perfect, closed circuit TV 
facilities are available, and there are 16,000 sq. ft. of exhibit space directly 
below the ballroom connected by an escalator. Seven additional function rooms 
accommodate from 50 to 400 people. 


Between meetings, your members can enjoy all the relaxing pleasures of a 
resort hotel. The Sheraton-Park’s 16 landscaped acres include an outdoor 
swimming pool, four tennis courts and a private train to take your guests 
around the grounds. All 1,200 rooms are air conditioned and have radio and TV. 
Three fine restaurants offer excellent dining at reasonable prices . . . there are 
also two delightful cocktail lounges for meeting and entertaining your associ- 
ates. And you and your members are only ten minutes from the heart of the 
nation’s Capital, in downtown Washington. 

The Sheraton-Park has years of experience in producing successful conven- 
tions. You can count on efficient service and excellent facilities! 


George D. Johnson, General Manager « Lewis M. Sherer, Jr., Sales Manager ¢ Phone: Columbia 5-2000 ¢ Teletype No. WA-75 


gy iia | E RR AT oO N - PA fe K H oO T fan _ 2650 CONNECTICUT AVENUE, N. W. 


WASHINGTON, D.C 
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BIRDSEYE “CREW” joins passengers at the ship’s rail as boat pulls away from Memphis wharf. 


Birds Eye Takes to the River 


Old-fashioned selling techniques dramatized for frozen-food 


salesmen as stern-wheeler sails them down Mississippi from 


Memphis to New Orleans. Birds Eye Sales Showboat is kick-off 


to new marketing campaign and marks upcoming 30th birthday. 


SOME STAND at the stern to watch 
the big paddle wheel churn up the 
river water into foamy bubbles. Others 
wave their tall silk hats or brown 
derbies from the forward rail as the 
boat noses into the muddy Mississippi 
chanel. 

“S. S. Delta Queen” glides from the 
wharf much as a wise old dowager 
enters a gala ball. Today she is a gay 
showboat. Bedecked with pennants 
and banners, she floats into the lazy 
current at Memphis for the strangest 
trip Old Man River has seen. 

Birds Eve Division, General Foods, 
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is off for a unique sales meeting. Its 
160 salesmen and executives are 
stirred by all the charm of an old- 
time river boat trip and the excite- 
ment of a new sales campaign. Com- 
bination of new and old, masterly 
entwined, gives this meeting both im- 
pact and long recall. 

It all started many months ago. 
George L. Mentley, Birds Eye mar- 
keting manager, analyzed the com- 
pany'’s marketing history. What made 
the company great was old-fashioned 
selling. How do you mix the old-time 
selling pressure (that forced a nation 


to accept frozen food when it had a 
connotation of “storage”) with the 
bright new sales campaign for a new 
line of frozen meals? A _ showboat 
theme evolved. 

When you hire a 250-foot river 
boat and professional planners for 
your meetings, you are playing with 
high stakes. Mentley knew it. To pay 
the bill, the sales force had to work 
a little harder before the boat pushed 
its broad prow into the Mississippi 
channel. 

Mentley set up a sales quota that 
would meet the costs of a showboat. 
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Individual salesmen had no quota to 
meet. It was a company quota. But 
salesmen got the word that Mentley 
wanted more sales in the six months’ 
period before the Memphis to New 
Orleans sailing. Old-fashioned excite 
ment, sweetened with an Oldsmobile 
for the best sales record, brought in 
the business more than enough to 
meet the extra costs of an extra- special 
sales convention. 

When Mentley thought in terms of 
an Oldsmobile prize, he was thinking 
in terms of something a little different 
than the rest of his “crew,” but more 
about this later. 


> Birds Eye called on two specialists 
to help put this meeting together 
fravel Division, E. F. MacDonald 
Co., handled transportation, boat 
chartering, trip conduct, entertain- 
ment and meeting props. Poetzinger, 
Deckert & Kielty, Chicago, developed 
the serious sales presentations. 

As methodical as an old river boat 
captain, Mentley charted every “bend” 
and “rapid” in the meeting program 
Details were voluminous, but he in- 
sisted that all be worked out on paper 
An old hand at this business of spec- 
tacular conventions, Mentley 
knows how to head off trouble. Too 
much was riding on this meeting to 


sales 


take any unnecessary risks. 

Plans for Birds Eye Sales Showboat 
read as a minute-by-minute account 
of a satellite launching. 

In advance of leaving his home for 
the meeting, each salesman received a 
leather pocket secretary. It contained 
his airline or train tickets to Memphis, 
luggage tags, and basic information 


Pocket secretary served a second pur- 
later 
winted fact sheets on the sales cam 
I 


pose Salesmen were given 


paign. Sheets were designed to slip 


GEORGE L. MENTLEY “struts” in the old showboat tradition at kickoff meeting. 


into the leather wallet and serve as 
reminders during their sales calls.) 

Four days before salesmen met for 
the kickoff session at Peabody Hotel, 
Memphis, Delta Queen was boarded 
by company executives and outside 
specialists. As the Queen sailed down 
to Memphis from Cincinnati, the 
Birds Eye “crew” built stages, erected 
scenery, rearranged rooms and _ re- 
hearsed. Lumber and tools had been 
stowed for this use. Along the way 
they picked up special materials (wire 
screening to keep out mosquitoes, for 
instance) as needs developed. By the 
time the Queen docked in Memphis, 
everything was in order for boarding 
by salesmen. 


As Birds Eyemen checked into the 
Peabody, their bags were hustled off 
to be stowed in their cabins aboard 
the Queen. Company officials were 
decked out in boat officer uniforms, 
circa 1880. Registration hostesses 
were gowned in Southern plantation 
finery—hooped skirts and full bonnets. 
(Costumes were rented.) Salesmen 
were given brown derbies, canes and 
false moustaches. 

Original plans called for a torch 
light parade down Beale Street—from 
hotel to Delta Queen. Police regula- 
tions being what they are, kerosene 
torches gave way to battery-operated 
torches tied to canes. Brass band, cos- 
tumed officials, drum major, derbied 
salesmen, banners and_ soundtruck 
flowed along Beale Street. Singing 
and laughter filled the night air. Gaiety 
followed the exciting kickoff session. 

Salesmen became acquainted with 
each other before they left for the 
boat. They played friendship bingo. 
Each man had to have his card filled 
with signatures of other salesmen. 
Names of attendees were later called 
off and the man who’s card was filled 
first—who had the names on his card 
—won a prize. 

Salesmen could not bring their 
wives — no women were allowed to 
sail— but Birds Eye did not forget 
the girls. As each man registered for 
the convention, he received a small 
package. He was asked to address 


<@ TORCHLIGHT PARADE down Beale Street 


turned into a “flashlight parade” when 
Memphis police banned kerosene torches. 


the tag on the package with his wife’s 
name. While salesmen didn’t know 
what was inside, wives received a 
string of pearls with a note from 
Birds Eye to express the company’s 
interest in their families. 

Later during the trip, salesmen 
were given another package to be 
mailed to wives. This was a souvenir 
bail of cotton. 

Orchestra that played for the kick- 
off meeting and marched to the boat, 
boarded the Queen to provide enter- 
tainment during the cruise. 

Fine dinner salesmen had _ before 
boarding the Queen was a sample of 
what was to come. Good food — in- 
cluding Birds Eye new items — was a 
hit of the meeting. 


> While a boat is ideal to keep cap- 
tive an audience, it puts a special 
kind of responsibility on the company. 
What do you do to keep salesmen 
occupied when not in business ses- 
sion? Answer was entertainment; 
hence, careful attention to this phase 
of the meeting. 

One night was set aside for Casino 
Capers. Gambling wheels spun and 
money changed as though it were 
Confederate currency — because it 
was! Birds Eve had thousands of 
Confederate bills to hand to each 
salesman. (Bills actually were au- 
thentic copies of the real thing—legal 
because Confederate money is not 
negotiable.) 

A batch of prizes from power tools 
to bicycles were to be won with Con- 
federate money. Distribution of prizes 
was handled sagely. Man who ended 
up the evening with the most cur- 


HARRY TRIMM, Prepared Foods product group manager, 
donned chef’s costume to discuss line of frozen foods. 
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MOCK TRIAL investigates sales possibilities of Birds Eye frozen food products. 


rency had first pick of any prize in 
the house. Man with next largest wad 
of bills got next pick. And so it went 
until all prizes were taken. This sys- 
tem works better than the more popu- 
lar auction, according to Birds Eye. 
Under an auction system, a big win- 
ner could walk off with most of the 
prizes because he could outbid every- 
one else. Birds Eye’s plan limited one 
prize to a man. 

Strange part about this system of 
prize selection is that men do not 
select the most expensive prizes. They 
pick the item they like regardless of 
dollar value. Hence, some expensive 
gifts did not go until the Rfth or 
sixth man had his pick. 

Amateur night scored a triumph. 
In the past, Birds Eye field offices 
each prepared entertainment. What 
this meant was days and weeks of 
planning and rehearsing. It really 


chef hats, 


took time away from selling — or at 
least planning sales calls. Competi- 
tion to better another territory's offer- 
ing called for too much preparation. 
For the amateur show aboard the 
Queen, a new policy was used. A few 
hours before the show, each territory 
was given a script, stage directions 
and basic costumes and costume ideas. 
Salesmen scurried around to augment 
their costumes and rehearse parodies 
of popular Broadway musicals. E. F. 
MacDonald, musical director, circu- 
lated among amateur groups to coach 
them. Within the two short hours, 
each group had mastered the simple 
lines and songs. The performance was 
a wow. Professionally prepared scripts 
and coaching made it painless for 
salesmen to prepare, and results more 
than justified the extra expense to 
have it arranged by professionals. 
continued on page 147 


A, 


RAPT AUDIENCE of Birds Eye salesmen, all sporting white 
listen carefully to Trimm’s sales analysis. 
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ONE SIDE of the specially constructed theater is a fiber glass hemispherical screen. 


Chevy “Moves’ Its Audience 


New film system takes you for demonstration ride while you 


stand still. Curved screen gives 3-D effect. Camera and projector 


use single lens—extra wide angle. First developed for military. 


EVERY FIVE MINUTES Chevrolet 
takes 110 prospects on a thrilling 
demonstration, right at the wheel of 
a 1959 model—and nobody moves an 
inch. 

The car whizzes along on express- 
ways, dives into tunnels, comes to a 
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quick, smooth stop when caution 
commands, then goes sailing across 
a bridge whose girders slide along the 
edge of the driver’s vision. A ride 
into the suburbs follows, with a quick 
drive over roller-coaster inclines and 
turns. 
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You hear your host driver say, 
“How was that for a ride!” and it 
may take some seconds for you to 
realize that you haven’t moved—un- 
less you have jumped instinctively, or 
slapped down your foot on the floor 
when somebody cut into your traffic 
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VISTA-DOME system can be duplicated economically because it uses standard 35mm equipment. 


lane. Chevrolet achieves this realism 
of the demonstration ride, plus a few 
extra thrillers, without taking more 
than a few minutes of the prospect's 
time. 


> First public demonstration was at 
the 46th annual Detroit Auto Show, 
$15-million exposition of the automo- 
bile industry, where the public crowd- 
ed Chevrolet’s Cine-Sphere theater 
for all of the 10 days of the big show. 
Three-dimensional realism of the 
ride is made possible by a new mo- 
tion picture technique developed by 
The Jam Handy Organization. It is 
unique in that it achieves this with 
only one camera and one projector. 


Heart of the system is the widest 
of wide angle lenses, used both for 
taking and projecting the picture. 
Projected scenes match the angle of 
vision of the human eye. The screen is 
curved, with a horizontal axis or hori- 
zon of 180 degrees, or half-circle, and 
extends 90 degrees above the horizon. 
The picture, thus, completely fills the 
spectator’s vision. 

Color-and-sound motion pictures 
produced for Chevrolet by Jam Han- 
dy for use at the Auto Show were 
taken from moving cars. The specta- 
tor, therefore, is “at the wheel” for a 
ride that he remembers vividly after 
the show ends. 


» Audience sees the show from a 


THEATER is constructed of demountable sections for easy transport and assembly. 
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series of platforms, each higher than 
the one in front. Realism is such that 
spectators are prone to sway “on the 
curves” and handrails are provided 
along the edge of each platform. 

The new system arose out of ex- 
ploration by Jam Handy for a better 
training device for the military, one 
which would simulate actual combat 
conditions in an age of faster-than- 
sound weapons. Detroit Auto Show 
marked the first non-military use of 
the system. 

On its first sales assignment, the 
you-are-there presentation was a con- 
tinuous one. The picture had 1,200 
runs during the entire show, without 
a break in the flow of spectators. 


CE 
SPECIAL lens took year to develop. 
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EXECUTIVES WAIT speaking turns at Bakelite’s first national sales meeting since 1947. 


Bakelite’s First Big One Since '47 


National sales meetings are rare at Bakelite. But there was big 


reason for this one: change of company name and new marketing 


structure. One-day session covered 14 hours. While salesmen 


were at meeting, their customers received a letter with the news. 


NATIONAL sales meetings for Bake- 
lite Company were rare. Last one was 
back in 1947. 

When the entire sales force—some 
250—were summoned to New York 
City on comparatively short notice, 
everyone suspected something big was 
up. It was. The company changed its 
marketing structure and its name. 

For many on the sales force, this 
sales meeting at Hotel Biltmore was 
their first experience at a national 
meeting of the company. All previous 
meetings had been on a divisional 
basis. 

Few knew what was coming except 
top brass and the individuals who 
were to be in new jobs with announce- 
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ments of the new organizational chart. 
Rumors had been circulating, but the 
secret was so well kept, that the sales- 
force audience was taken by surprise. 

With his opening remarks, J. D. 
Benedito, vice - president - sales, an- 
nounced the first surprise. Henceforth, 
Bakelite Company was Union Carbide 
Plastics Co. Although “Bakelite” 
would remain as a trade-mark for 
many products, the company had a 
new name. 

As salesmen sat in the audience and 
heard the news, their customers were 
reading about it in a letter—timed to 
arrive the same day—from R. K. 
Turner, president. “We wanted you 
to know. about our new organization 
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plan in advance of any general an- 
nouncement,” Turner said in his letter 
to all customers. “Therefore, this let- 
ter and its enclosures are going to 
you while we are meeting with our 
entire sales force in New York. They 
will be back on the job early next 
week and can answer any specific 
questions you may have.” 

New organization divulged to sales- 
men was the creation of six regional 
offices, each under the direction of a 
regional manager who has broad au- 
tonomy within his area. Aim of the 
company is to speed up customer 
services with more “authority in the 
field,” salesmen were told. “It will 
make unnecessary many of the gen- 
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VISUAL AIDS were used extensively. Here new Sales Director 
Joe Rodgers explains organizational structure to meeting. 


eral office referrals previously required 
for action.” 


> Under direction of John B. 
Knowles, Advertising Dept. helped to 
whip the meeting into shape on short 
notice. Final decision on when to re- 
veal new plans were made in August 
and Oct. 16 was set as the meeting 
date. Because the company wanted to 
get salesmen right back into the field, 
the meeting was scheduled for just 
one day —a mighty long day — 9:30 
a.m. to 11 p.m. 

It was not many workings days be- 
fore the meeting that data was okayed 
and production could be started on 
slides. Visuals were necessary to show 
the new organizational charts and 
orient the sales force quickly to new 
procedures. 

Announced changes were major. 
The company went from 10 materials 
divisions as a marketing structure into 


VISUAL aids materials are handled 


J.B. KNOWLES i 


by Bill 


a six-region set-up which superseded 
the product divisions. 

James B. Knowles was named as 
the sales manager of the field force in 
the new regional organization. About 
a dozen new appointments were re- 
vealed as the day-long meeting pro- 
gressed. 


> At the dress rehearsal, day before 
the meeting, all talks were put on 
tape. The playback helped executives 
annotate their scripts to put more im- 
pact into delivery. 

At the meeting itself, all talks were 
taped so that meat of the program 
could be played back for personnel 
in research, development and other 
sections of the company. Original ses- 
sion was for the sales force only. 

Mid-moming and mid-afternoon 
breaks in the program gave the audi- 
ence time to relax and digest the 
heavy volume of facts divulged by 


Connelly. 


QUESTIONS WERE anticipated and microphone was passed 
through audience for 


question and answer period. 


company executives. Six of them used 
slides with their talks to help pace 
presentations and make retention of 
data easier for the salesmen. 


> Questions were anticipated and so 
Q. and A. periods were planned into 
proceedings. A microphone was 
passed through the audience so that 
questions could be picked up for all 
to hear. 

Discussions after final adjournment 
went far into the night. Next day, 
special small meetings were open to 
salesmen who had particular prob- 
lems to clear up before returning to 
the field. 

All sessions in this once-in-a-11- 
years meeting ran like clockwork. All 
telephones were cut from the meeting 
room. Messages were gathered in 
another room. During breaks, mes- 
sages were flashed on the giant 12 ft. 
by 16 ft. screen. 


OPERATOR tapes meeting proceedings for non-salesmen. 


es 
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WORKMEN put finishing touches on graphic panel designed by Walter Dorwin 
Teague Associates. Russian typeface was created by Teague for the U.S. exhibit. 


Uncle Sam Outdoes Industry at Geneva 


Our government's exhibits on peaceful uses of atomic energy 
paled all other nations’ displays. U. S. industry efforts, by com- 
parison, were weak. Foreign companies spend more on their 


exhibits and make better showing. Business-wise we did well. 


STAY-AT-HOME AMERICANS have _ certain efforts of their own govern- 
become so accustomed to adverse ment to effectively portray the U. S. 
criticism (by their fellow citizens) of | abroad, that it’s about time to turn 


By LESLIE LEVI 
President, Ivel Construction Corp. 


U.S. THEATER exhibit was divided into four sections to show different films. 


MODEL of U.S. government exhibit designed by Walter 
Dorwin Teague Associates. “Tower” in the background was 


= 


a working model of an atomic reactor. Over-all exhibit con- 
sisted of 57 individual displays with theaters on upper level. 


GENERAL VIEW of American industrial section. Rotunda walls and central tower were supplied by AEC. 


about and recognize at least one 
project in which the whole world 
admits our exhibit towered head and 
shoulders above all others. 

Second International Conference on 
the Peaceful Uses of Atomic Energy, 
which packed Geneva to the rooftops 
with scientists and engineers during 
the first half of September, was the 
scene of a remarkable exposition. 
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U.S. helped to make it outstanding. 
For once, an agency of our govern- 
ment was allowed enough money, 
enough time and access to enough 
talent to do justice to our country’s 
position of leadership in the nuclear 
field. 

In a 90,000 sq. ft. temporary build- 
ing on the United Nations grounds, 
the over-all exposition was a tre- 


mendous educational job for a gather- 
ing of scientists from all over the 
world, though much of it was incom- 
prehensible to 126,000 laymen said 
to have poured through it in two 
weeks. On the latter group, however, 
the intricate devices on display must 
have left a lasting impression of the 
complex nature of our civilization and 
the amazing “science-fiction” develop- 
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TYPICAL U.S. industry exhibit was 


OVER-ALL VIEW of British 


TYPICAL British industry exhibit utilizes ceiling area for dramatic impact. 


from the 


ments taking shape in the mind of 
man during this exciting era. 

Here in this building, as well as 
in the conference itself (of which the 
exposition was merely a spectacular 
sideshow) there’ was a complete inter- 
change of hitherto secret information. 
For the first time in the short history 
of atomic science, nothing was held 


back. 


p> A large part of the credit for or- 
ganizing this huge mass of working 
equipment should go to the staff of 
Walter Dorwin Teague Associates for 
the nuclear fission area, and to Don 
Stewart of Union Carbide & Carbon 
Corp.’s Display Department for the 
thermo - nuclear __ section. Charles 
Barnes, exhibits coordinator, Atomic 
Energy Commission, and Dr. R. A. 
Charpie, assistant director, Oak Ridge 
National Laboratory, worked with 
them. This team of experts was given 
enough of a free hand to accomplish 
a highly professional job. Many other 
nations, of course, were represented 
in large spaces, but none even ap- 
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conventions — trade association shows — commercial and industrial exhibits 


YOU MAKE NEWS WHEN YOU CHOOSE WASHINGTON, D. C. 


\ _— 


136,000 square 
feet of exhibit 
space 


Experienced, 
Specially Trained 
Staff 
e 


Quick-to-Reach 
from Anywhere 
in D. €. 


a 


1500 car 
Parking Area 
+ 
Catering and 
Restaurant 
Service 


An additional 
60,000 
square feet on 
lower Jevel, 
upon request 


Easy Drive-in 


Facilities _ Complete 
. Convention and 


Convenient for Exhibit Facilities 
Trucks and 


Heavy Equipment 


Excellent Public 
Address System 


e 
New, Efficient 
Ventilating 
System 


Additional 
Meeting Rooms and 
Crate Storage 
Space 


CAPITALIZE 


on all the advantages offered by the 


NATIONAL GUARD 


ARMORY Same 


showplace of the nation’s capital 


for further information and free colorful 
brochure write: Arthur J. Bergman, Manager 


Outstanding Facilities Plus Unparalleled Prestige 


Any event becomes more significant when 
held in the nerve-center and news-center 
of the world. Washington is the perfect 
site, the Armory is the perfect setting. You 
reach and influence the most important 
people, the largest press corps, and foreign 
purchasing agents. The city is unsurpassed 
in hotel. accommodations, in excellent 
transportation facilities, in things to do 
and see. As the nation’s capital, it holds 
the interest and attention of more people 
than any other city. Be a part of Wash- 
ington, where today’s events become 
temorrow’s headlines. 


7 


Largest Exhibit Space in the Nation’s Capital 


NATIONAL GUARD ARMORY + 2001 East Capitol Street, Washington 3, D. C., Phone Lincoln 7-9077 
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proached our own in public interest, 
or in artistic method of presentation. 


> I wish that last statement were true 
of the industrial exhibit, held concur- 
rently in Palais des Expositions in 
downtown Geneva. Here, exhibits of 
all countries were staged by private 
industry, for the most part organized 
in national groups by individuals or 
trade associations. In view of the 
widely held belief that American pri- 
vate enterprise can do anything better 


a hor dort 
hotel 


ATLANTIC CITY. N. J. 


Outstanding Facilities 
at Sensible Prices 


lf you plan to hold a convention or sales 
meeting in Atlantic City, it will pay te 
Investigate the facilities at the Jefferson 
. « « Atlantic City's leading moderately 
priced hotel, Famous for its excellent 
culsine and outstanding facilities, the 

lerson's completely trained convention 
staff is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 880 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON.- 
DITIONED auditorium. 

250 COMFORTABLE 
ROOMS in the Jefferson 
EXPERIENCED STAFF to 
handle all details. 


Harold L. Miller, General Manager 
Telephone: 5-0141 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 


than government, I must sadly admit 
that U.S. industry’s effort didn’t hold 
a candle to that of several other na- 
tions, notably the British and French. 
This certainly cannot be blamed upon 
those who organized and coordinated 
the American group. It is rather the 
result of a difference in the basic 
philosophy of trade show exhibits be- 
tween the two worlds, a difference 
which has always been apparent to 
observers of the European scene. 


> It is a difference based upon a 
number of paradoxes, some of which 
seem to have developed without 
rhyme or reason. It might be brought 
into the open profitably at this time, 
when more and more American com- 
panies are finding a profitable market 
in European trade fairs. Let’s consider 
a few of these items of “basic philos- 
ophy”: 


1. European tradition of trade fairs 
is hundreds of years older than ours. 
So what? If we can catch up and take 
the lead in practically every other 
technology, why not in the art of 
showing our wares? (I call this Para- 
dox No. 1.) 


2. European companies spend 
more for their exhibits. Why? When I 
put that question to the sales manager 
of an international concern in London, 
his laconic answer was: “Because it 
pays.” The American branch of the 
same firm, by the way, spends far 
less, in a far larger market! (Shall we 
call this Paradox No. 2?) 


3. You get more for your money 
when you buy displays in Europe. 
In terms of their own currencies, this 
one will hardly stand up. Fact is, ex- 
hibits get a bigger share of their total 
budget. But in terms of American 
dollars, it’s certainly true for U.S. 
exhibitors in Europe. Sixteen Amer- 
ican firms proved it in Geneva, to 
their everlasting delight, by contract- 
ing with U.S. display builders who 
have overseas production facilities. 


4. European designers are better 
than ours. Don’t you believe it! An- 
swer to this one is simply that the 
European exhibitor pays more for de- 
sign (usually 20% of exhibit budget) 


TA MA NA — 
1725 TULANE AVE. 
IN DOWNTOWN NEW ORLEANS 


Phone EX. 5411 TWX No. 407X 
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and gives the designer more pe 
He has greater respect for the value 
of good design as a marketing tool. 
Wherever the traditional eight-foot- 
high, one -third-out rule has been 
lifted in the U.S., our designers have 
shown the same imaginative results. 


5. European exhibits are used once 
and then discarded. There’s the real 
paradox! They spend more for their 
beautiful displays, then they break 
them up and throw them away. While 
the British on their side of the hall in 
Geneva were nosily smashing what 
they had so lovingly and expensively 
constructed a few short weeks before, 
we on our side were carefully dis- 
assembling ours and repacking them 
in padded shipping cases to be used 
again and again in the U.S. 


> Next time the British go to an 
Atomic Show, they'll appear with 
brand new displays, especially de- 
signed for the new m‘ieu, while our 
shows succumb to the old eight-foot 
sameness about which so many have 
complained. The paradox lies in the 
thrifty habits our industry has devel- 
oped in the face of America’s reputa- 
tion for prodigal wastefulness versus 
the alleged conservative “waste not, 
want not” economy of the old world. 


> Whatever the reasons, we left 
Geneva with the feeling that we 
should have done a better job of 
presenting the U.S. atomic industry 
story to the world. In 45,000 square 
feet of space, there were 84 individual 
exhibitors in the British section. Am- 
erican firms, to the number of 52, 
occupied 33,000 square feet, includ- 
ing a central theme center by the 
Atomic Energy Commission, and a 
small movie theater. Of the total num- 
ber of U.S. exhibits, 22 were eight- 
foot units, originally built for U.S. 
trade shows, and shipped back here 
for further use, again and again. 

It should be noted that this exposi- 
tion turned out to be a “big deal” for 
many U.S. exhibitors, most of whom 
were the well-known blue chip com- 
panies. Research equipment, nuclear 
reactors, and materials and com- 
ponents that make them possible can’t 
be bought for peanuts. Sales and new 
contracts ranging up to $5 million 
each seemed to be the order of the 
day. 


> Answering a questionnaire, most 
American exhibitors expressed them- 
selves as delighted with results of the 
show. They'll be back next time, in 
1961—and maybe they can be per- 
suaded to give their exhibits a little 
more “oomph”! # 
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a (MINNEAPOLIS 


= ST. PETERSBURG ® 4 INEW YORK 
Keys 


toa ANCHORAGE @ f° pall PORTLAND 
oreat 
convention 


JUST PICK A KEY—Now Northwest Orient Airlines you’re planning a convention in Miami, Tampa, St. 
adds Miami and Tampa-St. Petersburg to the growing Petersburg—or anywhere else in Northwest's territory 
list of wonderful convention cities it serves. That means —plan on flying Northwest Orient Airlines. 

you'll be able to fly to the southeast in real luxury. 

Northwest’s Imperial Service luxury. You'll be treated 

to Champagne . . . feasted with delicious Imperial 

cuisine. And, of course, Northwest’s radar will make 

the flight as smooth as a feather on a breeze. So when 


33 years of superior Airmanship 


NORTHWEST 


Oniet AIRLINES 
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| speak for my company...” 


Hundreds of company executives are available to speak to your 
group—for free! More and more companies are running their own 
bureaus to supply speakers. They coach, train and equip their em- 


ployes to make a good impression for the company on “outsiders”. 


WHY SCOUR the country for speak- _ tablishing speakers bureaus and offer- 
ers? There are probably dozens of — ing their top executives as speakers 
good speakers available—right on your for banquets, meetings and conven- 
own doorstep. tions. There usually is no fee, but 

An ever growing number of com- there may be some requirements on 
panies—both large and small—are es- the size of the audience. 


Many companies sponsor their own 
public speaking courses to enable 
their executives to put their best feet 


Looking for a “top” speaker on a 
particular subject? 

American Society of Association 
Executives has just published a list 
of recommended speokers nomi- 
nated by ASAE members who have 
used them on their meeting pro- 
grams. Called “Top Speakers List,” 
directory lists more than 80 differ- 
ent speakers, giving name, age, 
position, fees and outstanding 
speaking attributes for each. It also 
gives contact information, plus 
topics each speaker specializes in. 
Name and address of ASAE member 
who nominated the speaker is given 
if you want to check further before 
inviting the speaker. 

Of perhaps equal value to many 
meeting planners will be the tips 
on making arrangements’ with 
speakers. Once you have chosen 
your speaker, says ASAE, you 
should: 


1. Make your request and make 
definite arrangements about the 
fee. If there are expenses involved, 
tell him quite plainly what expenses 
you will pay. In your letter or talk 
include: 

e date 

time and place 
type of speech or subject 
length of speech 


question or answer period 
later? 

type of meeting you're holding 
description of your group 
type and size of audience 
description of program 


2. Once speaker has accepted in- 
vitation and confirmed the fee, be- 
gin the process of making him feel 
welcome. Don’t wait until the day 
of his speech. Write another letter 
and: 

@ thank him for his acceptance 

@ ask if you can meet him on 

arrival 

ask to make his hotel 
reservations 

give detailed information on 
how to get to meeting place 
send copies of advance pro- 
gram and promotion material 
find out what equipment he 
needs 

tell him who else will be at 
the speakers table 


3. Publicity is important for both 

of you. 

e send him data form for pub- 
licity information if he doesn’t 
provide it 

© follow-up with newspaper 
clippings of any publicity 

@ obtain his permission if you 


How to Get and Handle Speakers 


plan to record or broadcast 
his speech 


4. Few days before the meeting 
send a reminder letter and again 
welcome him to the meeting 


5. When speaker arrives: 

@ have a note at his hotel telling 
where to contact you if you 
haven't met him 
arrange to meet with him as 
soon as you can 
arrange for escort from his 
room or door of meeting room 
to the speakers’ table 
pay fee immediately before or 
right after the meeting 


ASAE doesn’t cover the post meet- 
ing arrangements but it’s always 
polite to send a thank-you note to 
the speaker as soon after the meet- 
ing as possible. 

Directory also lists each recom- 
mended speaker in a special index- 
by-topic which should simplify your 
choosing a speaker for a particular 
subject. Book sells for $2 to ASAE 
members and $5 to non-members. 
Copies can be obtained by writing 
American Society of Association 
Executives, Associations Bldg., 
Washington 6, D.C. 
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NEW FOR CONVENTION PLANNERS 


BEAUTIFUL FULL-COLOR BOOKLET * SEND FOR YOUR COPY TODAY 


You'll want this booklet to help you plan your next convention or sales meet- 
ing. Contains 12 pages of full-color photographs of the Shoreham’s meeting 
rooms, banquet rooms, restaurants and guest rooms. . . and a floor plan of 
Washington's finest convention facilities. 


For your copy, write Mr. John E. McMurtagh at the Shoreham, or phone our 
representatives, Leonard Hicks, Jr. and Associates, Inc., in these cities: 
New York, Cl 7-6940 — Chicago, MO 4-5100 — Detroit, WO 2-2700. 
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The Shoreham Hotel 


Connecticut Avenue at Calvert, Washington, D. C. 
John E. McMurtagh, Sales Manager 


A savvy businessman 

in town, a hard rider 

on the trail—that’s 

your typical salesman 
after a session at the 
Marott in Indianapolis! 
Looking for action? You'll 
find the fastest draw of sales 
ideas in any of the Marott’s 
twelve modern conference 


rooms, whether you saddle up 10 or 400 men. Closed 
circuit TV is available and chow’s always on time. | 
Guest rooms? Spacious—with king size beds! Next | 
midwest sales meeting, corral your travelin’ men at | 
the Marott—then watch ‘em start gunning for orders! | 


Free parking in two areas on hotel premises. 
CALL US AT WALNUT 6-4571 


Yo marott hotel 


CF NORTH MERIDIAN ST. AT FALL CREEK BLVYD., INDIANAPOLIS, INDIANA 


del T1957 C RUBEN 40vERTISING 


To get things done... 
have moro tun 


New Lagoon Reom 

Skylounge 

Club House Loft 

Championship Golf Course 

POINT CLEAR, ALABAMA Deep-sea cruisers 

Swimming pool and white sand beach 
Distinguished cuisine and service, plus luxurious comfort and the 
privacy of a 350-acre estate have established Grand Hotel as a 
favorite resort for discriminating guests. Add to these features the 
finest of meeting rooms and you have all the facilities you could ask 


for a successful, enjoyable meeting! Available ali year, except March 
and April, 


Maximum 200 persons (120 double rooms and suites) 


For Convention Information Kit, write James M. Pope, Resident Manager 


Harry A. Peters, Jr., Director of Soles 


GRAND HOTEL © POINT CLEAR © ALABAMA 


HOTEL 
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Murray Stevenson, Vice President 


his year meet someplace different 


Plan your Convention or Meeting in the beautiful. world-famous Land 0 
Lakes region of Wisconsin. Convenient—easily scoessible by air, sute 
or train. 

King's Gateway Hotel and inn has all modern facilities fer Mectings 
with no outside Interferences, plus planned year-round recreation. 

Private golf course — tennis — horseback riding — excellent fishing — nightly 


7 
tobogganing—sk ijoring—skating—ice fishing—hunting. 
Meeting and Dining space te accommodate groups up te i568 persons. 
American Pian available. All inquiries appreciated and d promptly. 


Write— John J. Garber, General Manager, Telephone: Land 0’ Lakes 261i 
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Florida’s Famous 


with its exceptional 
facilities for 330 


FLORIDA EAST COAST HOTEL CO. 


Proudly presents 
the New, Deluxe 


PONCE DE LEON MOTOR LODGE 


located right on the Championship 
Ponce de Leon Golf Course. 
Accommodations for 140 persons. 


For complete information on both 
properties write 
Edward G, Fiather, Jr., Mgr. 
P. O. Box 1291 
Saint Augustine, Fiorida 
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IN 
NEARBY 
PENNSYLVANIA 


CONVENTION FACILITIES FOR 
MEDIUM & SMALL MEETINGS 


A fine hotel, eq with every 
modern technical and physical aid for 
successful meetings, in a scenic set- 
ting, at the “top of the Pocono Moun- 
tains.” Rooms with bath, phone. Cot- 
tage accommodations available for 
greater privacy. Fine food. All sports 
facilities. Special Convention rates. 
During past five years Skyline has 
established an enviable reputation as 
host to many nationally known Com- 
panies. (Names on request). 


90 miles from N. Y. and Philadelphia. 


the SKYLINE INN 


AND COTTAGES 
Mount Pocono, Pennsylvania 
Edward C. Jenkins, Manager 
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forward. Some companies will even 
handle publicity releases for you if 
you wish. All you have to do is con- 
tact the company and make your re- 
quest. Speakers bureaus will pick a 
man to fit your requirements and take 
over from there. 

Quick check around the country 
turned up many companies that main- 
tain speakers bureaus. 

DuPont Company of Canada formed 
its Speakers’ Panel in 1945 to “pro- 
vide a pool of trained speakers to fill 
requests and at the same time make 
the best possible use of the spoken 
word as a medium to foster a favor- 
able public attitude towards the com- 
pany, says J. E. Langlois, of Du 
Pont’s public relations department. 

All divisions cooperate by provid- 
ing volunteer speakers and the public 
relations department arranges com- 
pany-sponsored training courses for 
members of the Panel. All speaking 
invitations are referred to the PR de- 
partment. Department is responsible 
for coordinating public-speaking en- 
gagements whenever: 


© employe is to be introduced as 
being connected with the company 
or if he plans to refer to the com- 
pany, its practices, policies, proc- 
esses or products, or 


* employe’s topic arises, even in- 
directly, out of the nature of his 
or her employment. 


This, says Langlois, safeguards 
against overlapping speakers and sub- 
ject material, inconsistent interpreta- 
tions of company policy, or inaccurate 
statements about practices, processes 
or products. It also ensures that the 
right speaker is assigned to an en- 
gagement and that adequate publicity 
is given his address. 

Company actively encourages em- 
ployes to give talks to local groups. 
Officials emphasize that the role of 
the PR department is to coordinate 
Panel activities and to assist individ- 
ual speakers. 

PR staff provides supporting pub- 
licity, handles correspondence, helps 
to prepare speeches, offers advice on 
subjects and approach, provides de- 
tails on time and place of the meet- 
ing, probable attendance and type of 
audience, data on preceding speak- 
ers and finds out whether the meeting 
place is equipped for motion picture 
or slide presentations. 

Department provides the group 
which requested the speaker with 
biographical data or other material 
which might help to introduce the 
speaker and will also supply a news 
release if requested. 

Speakers are not required to “beat 
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In NEW YORK CITY 


IBM| EASTERN .\.:. 
wo, Inco Nickel | NBC | Sea, 


Honored by great organizations of America... 


For Service 
Beyond the Call 
of Duty 


@ Personalized attention: Your first contact at Henry Hudson 
becomes your group’s very own aide de camp, to guide you through 
your stay at the Henry Hudson, to take care of everything. 

© Choice location—steps from the Coliseum, a short walk 

to Times Square, Radio City. 

e@ Complete Facilities for groups of 10 —1,000, with largest 
banquet-meeting space of any hotel in the Coliseum zone. 

@ 1200 choice guest rooms: your group can stay together when 
you hold your function at the Henry Hudson. 


HENRY HUDSON 
HOTEL 


353 West 57th Street, New York City 


Mr. Frank W. Berkman, Henry Hudson Hotel, Dept. A-! 
353 West 57th St., New York, N. Y. 


For complete details, Kindly send me full information about meeting 
direct inquiries to room facilities and service. 
Frank W. Berkman. 
For your convenience, Nene ——____— 
send in coupon today. 


Company 


Address 


the drum” for the company. If the 
speaker does refer to the company, 
department checks to be sure his 
statements are correct and consistent. 
provides speakers with 
samples of DuPont products which he 
can use to illustrate his speech if nec- 
essary. Samples are packed in a con- 
venient carrying case for each speaker 

DuPont has found speaking en- 
gagements fall into four classifications 


Company 


and divides up its Speakers Panel ac 
cordingly 

In the “general class” are persons 
competent to speak to large general 
audiences on topics such as develop- 
ment of the Canadian chemical indus- 


CAPEX Af DISPLAYS 
al, wseuays 


will take the 

pressure off 
your show 
me budget! 


ow 
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o®& 
The NEW 


try, operations and policies of DuPont 
and chemical research. 

“Popular” speakers are qualified to 
address service clubs, rural gather- 
ings, chambers of commerce, church 
and study groups and school groups 
on a wide variety of topics. Talks are 
usually non-technical, but some of the 
speakers are technical men who can 
describe their work in lay language. 
Bureau provides these speakers with 
a variety of samples and encourages 
demonstrations. 

In the “semi-technical group” are 
speakers capable of speaking about a 
technical development, process or 
product to mixed groups of technical 


ee 
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CONVENTION EXHIBITS 
greater Value 


greater 


Versatility 


priced from $315 to $500 


Regulation size for 10’ space — custom color sketch — basic designs 


can be altered to meet special requirements. 


Name lighting — 


shelves — stands — pegboard panels and shipping case included in list 


prices. 


. « « would you like to get this new brochure? 


CAPEX COMPANY incorporated 


SOUTH 


BOULEVARD 


EV’ NSTON, ILLINOIS 
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and non-technical persons. They're 
not necessarily capable of dealing 
with highly technical aspects of the 
development. 

“Technical” speakers can deliver 
well-prepared papers to chemical and 
engineering institutes, mining conven- 
tions and university classes. For this 
group knowledge of the subject is 
more important than the ability to 
make a speech, say company officials. 

Categories greatly simplify the 
problem of providing qualified speak- 
ers to fill the many and varied re- 
quests for speakers the company re- 
ceives every year. 

Weirton Steel Company, Weirton, 
W. Va.-based division of National 
Steel Corp., isn’t content with just 
filling speaking requests. It actively 
solicits speaking engagements and 
offers a wide variety of speakers, from 
the president to the company nurse. 
Speech topics range from “Quality 
Control in Steelmaking” to “The 
Changing Face of the Orient.” 

Company’s speakers bureau was es- 
tablished in 1956 and in its first two 
years of operation members gave 266 
illustrated talks to more than 24,000 
people. Bureau members have all re- 
ceived professional training in public 
speaking at company expense. 


, 1 oO legis 
' 
PLEAS :NESS* 
*Combining PLEASure with busiNESS! 

Combine convention business with gay resort 
life . . . put enthusiasm into each delegate, 
each group meeting. 

From the delegate’s viewpoint—the Daytona 
Beach Resort Area offers recreation . . . sports 
... attractions... entertainment and a pleasing 
change of pace that naturally builds enthusiasm. 

From your point of view—excellent audi- 
torium space (2700 seats) . . . impressive exhibit 
areas . . . over 20,000 rooms .. . friendly at- 
mosphere to work in . . . gentle prices and 
strong convention committee assistance. 

This 2-way point of view adds up to— 
PLEASNESS (combining PLEASure with 
busiNESS .. . your pre-convention guarantee 
of success. 


ORMOND BEACH « HOLLY HILL « S. DAYTONA « PORT ORANGB 


DAYTONA 
BEACH 


RESORT ABEA 


Write 
CONVENTION COMMITTEE 
CHAMBER OF COMMERCI 
DAYTONA BEACH, FLORIDA 
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To promote the bureau, company 
has produced a 20-page booklet which 
gives biographical data, speech sub- 
jects and pictures of available speak- 
ers. Coupon is provided which or- 
ganizations may use to request speak- 
ers. Speakers are available at no ex- 
pense to organizations within a 30- 
mile radius of Weirton. 

Company has also produced several 
16 mm sound motion pictures which 
it makes available. Company repre- 
sentatives will present the film if re- 
quested. These are also provided 
free of charge. 

Esso Research and Engineering 
Company, New York City, maintains 
a small, but active Speakers Bureau. 
Bureau was organized a few years ago 
to handle what was turning into a 
flood of requests for speakers. Started 
as an experiment, bureau has been 
going strong ever since. 

Each year Esso distributes a small 
brochure to outline speech topics 
available. Speakers are members of 
Esso’s technical staff who can explain 
oil research in down-to-earth terms. 

There is no charge for the speak- 
ers, but company does require a 
minimum audience of 25. Talks run 
about 30 minutes and are illustrated 
by motion pictures. A host organiza- 


__ FOR SALES MEETINGS 


, Michigan, Sleepy Hollow 
is convenient . . . less than 3 
from Chicago—4 hours 
fom Detroit. 
~ Our luxury heated Olympic 
imming Pool; 14 mile of pri- 
wate beach, golf and tennis, 
; iver a meeting rooms, 
: dining make your 
work fun! Write today for 
- details and special rates 
» during May, June 
Sept. 


Write for Color Brochure 


SLEEPY HOLLOW BEACH 


SOUTH HAVEN, MICH. Phone 1440 
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tion provides only the 
screen. 

Esso accepts engagements within a 
50-mile radius of Linden, N. J. 

Speakers bureau of Chrysler Cor- 
poration has 800 speaker-members or- 
ganized into 18 divisions and four 
regional bureaus. Development and 
coordination of the different bureaus 
is under the direction of Speakers 
Bureau Center at company’s Detroit 
offices. Response to the two-year-old 
program has been good, say company 
officials. 

Everybody gets into the act at 
Chrysler. Speakers Bureau “directors” 


projection 


represent each of the company’s divi- 
sions. They recruit executives and 
potential speakers in their areas. To 
get the bureau underway, Chrysler 
produced a_ booklet, “Make Your 
Voice Heard.” It outlines the value 
of public speaking to executives and 
the company. It was distributed to 
all prospective executive-speakers. It 
was followed by a personal invitation 
to join the bureau and a question- 
naire. Questionnaire listed about 50 
different speech topics and executives 
were asked to check off those they 
would be willing to speak on. 

New employes are recruited for the 


MOST EXCITING CONVENTION 
AREA IN THE WORLD...! 


Plan your convention for the one area in the world that has every- 
thing. Make Hawaii the prize of your sales incentive program 
For here are flawless climate, scenic beauty, and every conceivable 
facility for fun and down-to-earth business. 


There are convention halls and rooms of rare beauty and effi- 
ciency. Exotic food to sample, and no other resort area in America 


offers such reasonable rates. 


For a rousingly successful meeting plan it in Hawaii. Or, if it is in 
one of the western states, schedule a post-convention tour to these 


enchanting islands. 


For more information about the world’s most exciting convention 


area, write or wire: 


HAWAII VISITORS BUREAU 


2051 Kalakaua Ave., Honolulu, Hawaii 


618 Wrigley Bldg., Chicago, Illinois 


212 Stockton St., San Francisco, California 


THE WORLD'S AT YOUR FEET! 


A 


When You 
Convene at 


RESORT HOTEL 
LOOKOUT MOUNTAIN, TENN. 


to October. 
UNUSUAL AMERICAN PLAN RESORT 


with food, service, and accommodations matching 
the grandeur of a view encompassing seven states. 


Swimming Pool * Horseback Riding * Tennis 
Archery * Free Golf * Shuffleboard * Putting 
Greens * Name Bands and Supper Club Stars. 


PLUS OUTSTANDING CONVENTION FACILITIES 


Seven Meeting Rooms—Largest seating more than 
500 . . . King Arthur's Roundtable—perfect for 
conferences of 20 to 40 . . . dining indoors or 
out . . . newly furnished comfortable accommoda- 
tions for groups to 350. 


IDEAL LOCATION . . . NEAR CHATTANOOGA . . . SERVED BY: 


Braniff * Capital * Delta * Eastern * Southeast 
More than 40 Daily Flights. Southern * N C & St. L 
16 trains daily. Hotel transportation from terminals. 


Write, wire or call collect: JACK M. SLONE, President 
(Winter Address: 18925 Collins Ave., Miemi Beach, 
Fla. Wilson 5-5011) 


ied 
IN THE CLOUDS 
Write today as v LOOKOUT MOUNTAIN, TENNESSEE 


melback Inn 


One of the world's Great 
Vacation Resorts 


PHOENIX, ARIZONA 


GOLF AT ADJOINING PARADISE 
VALLEY COUNTRY CLUB 


Beautiful Modern Meeting rooms 
accommodating groups up to 250 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 


CHOICE FOR ‘59 

Many of America's Most Distin- 
= S ~ai Choose the Claridge. 
Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
—splendid meals—health baths— 


music for dancing twice daily. 


GEORGE 8B. BRUNI 
President & General Masager 


ADA TAYLOR 
ctor of 


Vice 


Telephone Atlantic City 5-127! 


Ba me ec aan 


UNEXCELLED FACILITIES 
for SALES MEETINGS 


9 Private Dining and Meeting Rooms plus 
Grand Ballroom to Pramas. meetings 
and banquets from 30 to 1000 persons. Com- 
pletely Air Conditioned. 400 Rooms. 4 Res- 
taurants and lounges. Free Radio—TV Avail- 
able. Free Parking. Freight Elevator Service. 
As much as 5200 square feet of exhibit space. 


TELEPHONE GRand 1-5100 
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bureau the same way. To those who 
accept the invitation to join the bu- 
reau, a personal letter of welcome 
and thanks is sent. Each volunteer 
speaker is notified that his participa- 
tion will be noted on his management 
development record. 

A day or so later the potential 
speaker receives his “Speakers Bureau 
Notebook.” Specially designed loose- 
leaf notebook contains standard 
speeches, selected policy speeches by 
key executives of the company and 
fact sheets about the corporation. Di- 
visional directors add fact sheets about 
their division and include speeches 
by divisional top executives. 

Bureau members also receive “Ef- 
fective Speaking for Chrvsler Man- 
agement,” a how-to-do-it book on 
public speaking. To help sustain in- 
terest among people who participate 
in the program a “Speakers Bureau 
Newsletter.” Current material for the 
notebook, plus booklets to give back- 
ground data and reprints of significant 
articles are distributed regularly by 
Chrysler’s Community Relations De- 
partment. 

Lending library of reference and 
public speaking books is available to 
all members. Group speech courses 
are provided and individual members 
may take courses in effective speaking 
offered by the Training Center. 

Each divisional and regional bureau 
maintains two sets of index cards. 
One set lists speakers and topics they 
are qualified to talk on; other lists 
topics and speakers available. Dupli- 
cate set is kept in the central bureau 
to give Speakers Bureau Center a 
master file for the entire corporation. 

To show speakers that their efforts 
are appreciated a gift card with a 
note of thanks is sent from Chrysler’s 
manager of community relations. It 
is sent just before a scheduled speech. 
Most active speakers in the bureau 
are given a public speaking trophy 
for “distinguished community serv- 
ice.” 

Company makes visual aids avail- 
able to all speakers. Slide projector, 
screen, and a portable presentation 
aid—combining magnetic board, flan- 
nelboard, flip charts, small screen, 
blackboard and easel — are currently 
available. 

Each speaker fills out an audience 
report form after each engagement. 
Visual aids developed by individual 
speakers are noted here. If the aids 
can be useful to other speakers they 
are publicized in the newsletter. 

After each speech a follow-up let- 
ter is sent to the host organization 
by the manager of community rela- 
tions to express thanks for courtesies 
extended to the speaker. 

Bureau activities are still on the 
JANUARY 
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increase. Chrysler recently prepared 
a slidefilm, “The Forward Look in 
Detroit,” which is available to all 
speakers. Film is accompanied by a 
narrative script to aid the speaker. 


> Republic Steel Corp. started its 
speakers bureau in 1950 in Cleveland 
with just nine men. Today it has 
eight bureaus in the East and Mid- 
west. Basic formula evolved by the 
first bureau is still being used for new 
groups. 


Company hires college speech | 
teachers to train each speaker thor- | 


oughly. Speech topics are chosen be- 
cause of general interest, but are tied 
in with the steel industry. Visual aids 
are used as much as possible. Com- 
pany supports speakers with public- 
ity. 

Training of speakers is considered 
an important part of the program by 
Republic executives. Most speakers 
come from the junior executive level 
and some have had college classes in 
public speaking. Few have done out- 
side speaking. 

Classes are organized on the local 
level. After five sessions of instruc- 
tion class is recessed for a few weeks 
to give class time to prepare individ- 
ual speeches. New speakers select 
their own topics — with advice and 
consent of management. 

Each speech is delivered before 
the group who then criticize it. Heck- 
ling from the audience is encouraged. 
Tough audience reaction, says a Re- 
public official, makes speaking before 
the public easy by comparison. 

Visual aids are prepared to fit in 
with the speech and the speaker is 
ready to go out. 

Company distributes brochures to 
describe its speakers and their topics. 
Bulk of distribution is to local club 
program chairmen. When an invita- 
tion is accepted, company clears dates 
with speakers, confirms arrangements 
and forwards biographical material 
for use in introducing the speaker. 

Company public relations depart- 
ment will send a news release on the 
speech and a mat to local newspapers 

Public acceptance of Republic’s 
bureau was so great, say officials, that 
they received invitations to address 
groups out in California. Because its 
men receive no extra pay and must 
make the talks during their free time, 
company felt compelled to limit the 
speaking engagements to the metro- 
politan area of its plants. 

Investigation of company speakers 
bureaus indicates that they are not 
only willing to supply speakers to any 
worth-while group —they are eager! 
It pays off for them in good com- 
munity relations and goodwill with 
prospects and customers. 


LET’S MEET IN 


LONG BEACH 


in the heart of 


SOUTHERN CALIFORNIA 


Where you CAN combine 
business and pleasure 


‘‘call the meeting to order’’ 


¥ Wonderful year round climate 


q Conference Rooms and Convention 
Halls to accommodate groups of 6 
to 6000 


q Experienced staff with plenty of trade 
show “know how” to help you. 


1 Excelient Hotel Facilities . . 
adjacent to Auditorium 


‘meeting adjourned”’ 


1 Visit Disneyland, Marineland, 
Fun Zone or myriad other 
Southland attractions. 


q Swim, fish, sail, play golf, bow! 
or partake of our other 
recreational facilities. 


1 Enjoy dining, dancing and 
entertainment in dozens of renowned 
restaurants and night clubs. 


LET US HELP YOU PLAN YOUR NEXT 
CONVENTION, CONFERENCE OR TRADE SHOW 


LONG BEACH 


Municipal 


SCHOOL was branchild of George Gutekunst, v-p sales (left). 
E. V. Erickson (middle) explains stock ownership features. 


OUTSIDE firm helped plan the meeting. W. J. E. Crissy 
(right) of Personnel Development, Inc. addresses the men. 


School for Managers—Serious Business 


“Detailed planning made it obvious that the company was ap- 


proaching this school seriously. This was a different sort of a 


meeting. The company knew it and we knew it,” says a district 


manager about Gardner-Denver’s recent meeting for 76 men. 


CRISP PACING and smooth opera- 
tion of a well-planned meeting make 


a greater impression than the most 


“EFFECTIVE PLANNING” was Samuel G. McMillan’s topic. 


outstanding speaker. 
This belief is evolving in the wake 
of Gardner-Denver Company’s first 


District Managers’ School. This meet- 
ing brought 76 of the firm’s key sales 
personnel to the home-office city, 
Quincy, Ill., for six days of 8-to-5 
sessions. 

While planning as applied to vari- 
ous elements of sales management 
was the central theme, operation of 
the school — a demonstration of first- 
class planning—made a significant im- 
pression on most “students.” 

Typical is the comment of R. L. 
(Russ) McLain, Gardner-Denver dis- 


J. S. SCHIFF was one of three non-company faculty members. 


aro. ees 


ROLE-PLAYING was another technique used. Here two managers act out an employment interview. 
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trict manager at Dallas, Texas, who 
says: 

“When I get home, I’m going to 
put my feet up on the desk and do 
some real thinking. Nothing has dem- 
onstrated the value of planning more 
than this school.” 

“Don't get me wrong; the speakers 
here were tremendous and so were 
the workshop sessions,” McLain adds. 
“But, basically, each class session 
stressed the importance of planning 
in one of the areas in which a fellow 
like me is involved.” 

McLain voices the most common 
reaction to the school, which was set 


up to help students deveiop manage- 
ment skills for the sales field. e 
men who attended all hold positions 
of major sales responsibility or will 
be assuming greater responsibilities 
in the future, Gardner-Denver execu- 
tives point out. 

Students left the school, which ran 
from Oct. 27 through Nov. 1, real- 
izing that specific planning can make 
them more effective in motivating 
sales personnel, improving relation- 
ships and communications with their 
staff and home offices and even in 
allocation of their own work time. 

“Let’s face it,” savs C. B. (Kit) 


you can house all your people together... 
hold all your exhibits on one floor... at the 


SHERATON-CADILLAC 


DETROIT'S LARGEST HOTEL 


For a successful convention or sales meeting—hold it at the Sheraton-Cadillac! 
Gives you all the specialized equipment and services of Detroit’s biggest 
hotel—plus one-floor convenience for your exhibits. With all members 
housed at hand, group interest stays high—meetings pay off in sales results! 


@ Grand Ballroom (Detroit’s largest hotel ballroom) seats 1,000 for 


meetings, 800 at banquets. 


@ 17 function rooms offer accommodations for 10 to 1,000 persons. 


® 15,000 sq. ft. of exhibit space available—on one floor, assuring a more 


convenient and impressive show. 

1,200 attractive guest rooms, 

all with radio and TY. 

4 fine restaurants, 3 bars 

for relaxation and entertaining. 

All guest, public, function rooms, 

exhibit areas fully air-conditioned. 
Detroit’s only completely 


air-conditioned hotel. 


THE 


SHERATON-CADILLAC 


Mr. William Goldsberry, Sales Director 
Sheraton-Cadillac Hotel, Dept. A-} 
1114 Washington Boulevard, Detroit, Michigan. 


Please send me your Convention Brochure 
with all details, 


Name 
Company 


Address 


HOTEL 


1114 Washington Boulevard, Detroit, Michigan « Phone WOodward 1-8000 
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Kitowski, district manager at Edmon- 
ton, Alberta, Canada, “Up until now, 
when Gardner-Denver and most other 
companies needed a new district 
manager, they just promoted a good 
salesman. The system has worked 
pretty well, but conditions are chang- 
ing.” 

George W. Gutekunst, vice-presi- 
dent in charge of sales, points out 
that the growth of Gardner-Denver 
made the school necessary. 

“Our company has grown in sales 
from less than $20 million in 1944 
to more than $72 million last year,” 
he says. “As we have grown and our 
sales staff expanded, the role of the 
district manager has changed. Where 
once he participated directly in sales, 
now he manages the sales efforts of 
a staff.” 

Sales problems encountered by a 
growing company set the stage for 
the school, a real first for the com- 
pany. It is a major manufacturer of 
products for mining, petroleum, con- 
struction and general industry. Firm 
celebrates 100 years of operation this 
year. 

Gutekunst asked W. J. E. (Bill) 
Crissy to plan the school. They had 
met at National Sales Executives 
Graduate School of Sales Manage- 
ment and Marketing at Rutgers Uni- 
versity. Gutekunst had attended that 
school where Crissy is faculty chair- 
man. 

Crissy also heads Personnel De- 
velopment, Inc., New York, a con- 
sulting firm that specializes in sales 
personnel recruitment, selection and 
training. 

As Crissy began initial planning, 
Gutekunst began filtering word of the 
school through his chain of district 
managers, to indicate that “there was 
a possibility” the school might be 
held. 

On April 3, official word of the 
school went out to district managers. 
They were asked in a letter from 
Gutekunst to outline their thoughts 
on several subjects. These included 
the district manager’s responsibilities, 
sales growth possibilities in their dis- 
tricts, type of person they seek in per- 
sonnel recruitment, supervisory prob- 
lems, successful sales training meth- 
ods and specific management prob- 
lems in which they are interested. 

“Replies from district managers, 
when tabulated, dictated to a large 
degree the curriculum of the school,” 
Gutekunst says. “Of course, Bill 
Crissy was dropping in on our dis- 
trict sales managers to discuss their 
problems in an effort to finalize his 
thinking about the curriculum.” 

To streamline the school’s opera- 
tion, each person attending was re- 
quired to read in advance two books 
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WORLD'S FINEST 


FLY NA TIONAL. ! 


Your National flight is as 
glamorous as the Gold Coast! 


COMPLETE CONVENTION SERVICE 


@ Fast modern Club Coaches and World-famed Star 
flights. National’s Half-Fare Family Plan, Excur- 
sion Fares, and Go Now- Pay Later Plan help 
build attendance. 


@ National’s trained personnel gives you prompt, 
courteous, professional service. 


@ National serves more Florida cities than any other 
airline—and a grand total of 36 cities plus Havana. 


CONVENTION SITE 


Famous GOLD COAST Cities 


MIAMI BEACH FORT LAUDERDALE 

MIAMI BOCA RATON 

HOLLYWOOD THE PALM BEACHES 
SUPERB CONVENTION FACILITIES: Convention Halls « Sales 


Presentation Equipment and Assistance « Restaurants. WONDERFUL 
RECREATION FACILITIES: Fishing « Golfing « Bathing « et 


CONTACT CONVENTION MANAGER 
For assistance in all phases of your transportation 
planning, contact any National Airlines ticket office 
or write or wire: 

Convention Manager, National Airlines, Inc. 
P.O. Box NAL, International Airport 
Miami 48, Florida 


“NATIONAL 


AIRLINE OF THE STARS 


y 


For a meeting with everyone’s approval, the 


10 MILLION Wi PLAN 


The incomparable combined facilities of the SEVILLE and SEA ISLE 
Miami Beach’s most magnificent hotels 


Wh 


Uf 
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ei NEC NSIS SS 


3 POOLS « 100% AIR CONDITIONED 
sle : 


Two complete oceanfront blocks, 29th to 31st Streets, Miami Beach 


SSeS ES SS SS ES ES Sf ES SESE 


Yes, we've combined the SEVILLE & SEA ISLE hotels 
under one ownership/management ... all to offer your 
group these unsurpassed combined facilities for fun, 
comfort and a “meeting with everyone's approval!” 


@ Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 

@ Seven meeting rooms for groups of 10 to 500 

@ 50,000 square feet of choice exhibit area 


@ Three tremendous pools, cabana and play areas 
for outdoor fun and meetings 


@ Complete inventory of equipment 


TL dL ll 


FREE 21" TV AND RADIO IN EVERY ROOM 
1000 FT. OF PRIVATE, WHITE SANDY BEACH 


HOTELS For complete information and newly-published 
free copy of our FULL-COLOR GUIDE TO THE 
SEVILLE & SEA ISLE write 

FRED COLLIER, Vice Pres. & Gen'l Mgr. 


on sales management: “Administra- 

tive Action” by William Herman 

Newman, published by Prentice-Hall, 

and “Sales Management” by Harold 

Howard Maynard and James H. Davis, 
published by Ronald Press. 

Certain chapters of the books were 

stressed by requiring students to 

. bring to school written answers to 

deliveries of your from one to four questions on the 

chapters. 

After having outlined their own 

DISPLAYS and EXHIBITS major problems and having done 

some special reading in the field of 

sales management, the 76 students 

converged on Quincy from through- 

...crated or uncrated, : - 1 | out the United States, Mexico par 

for one city or ten  . Wheaton, ; \ | Canada. 

\ tan La Se On arrival each was given a school 

——— | | workbook, which included the out- 

_" line of each lecture, plus rules for 

effective studying and descriptions of 

various participation methods to be 


used: “Phillips 66” program, case- 
| via BOR NTS SS COAST TO COAST — ees re rae 

workshops. Background on a typica 
\| @ heaton : LONG DISTANCE MOVING | industrial distribution problem was 


| " included for a case-study session 
. # along with personnel interviewin 
Van Listed Src. a the West. call OVER 500 forms for eile class. : 
— — 7 AGENTS IN ALL Appendix of the workbook included 
- — va LYON } PRINCIPAL CITIES the summarv of answers Gutekunst 
General Offices: Indianapolis, Indiana Ree alll received to his April 3 letter, a roster 
meamironteasas of all students and a breakdown of 
— workshop groups for various classes, 
plus details on housing and meals. 

All classes were held in Lincoln- 
Douglas Hotel in downtown Quincy. 
Khe ultimate im conwentiom Students were housed at the Lincoln- 
Douglas and the nearby Elkton Hotel. 
Days were tightly scheduled, running 
through four sessions with coffee 
breaks at mid-morning and mid- 
afternoon. 

All meals were eaten in the hotel’s 
main dining room, which was re- 
served. Dinners were shifted outside 
the hotel on three evenings to give 
students a change of atmosphere. 

Pattern of the school included a 
general discussion of a topic, then 
specific applications to Gardner-Den- 

: | ver. 

amta Monica School opened with “What Is a 
America’s all-year vacationland Business,” discussed by Samuel C. 
IN FABULOUS LOS ANGELES COUNTY McMillan, head of the marketing de- 
© as Monica’s modern new civic auditorium — an entriely new con- partment, University of Connecticut. 
cept in theater, convention and trade show auditoriums offers 21,360 Next session was “Gardner-Denver as 
square feet of exhibit space, enough for 150 booths. This multi-purpose a Business Entity,” with E. V. Erick- 
2,750 seat auditorium with adjoining meeting rooms has the latest in | son, executive vice-president, as lec- 

air conditioning, engineered accoustics and high fidelity sound systems. taser. 

1,800 meals can be served simultaneously in the main auditorium with ; . ‘ 

500 more in the adjoining wing. Parking for 1,850 automobiles. The During the third session, McMillan 
auditorium is rent free for conventions and there are attractive low spoke on “The Changing Market 
rates for commercial and exhibit use. | Place.” Following him, Gutekunst 
Santa Monica offers plenty of the very finest in hotel accomodations. There's discussed “Gardner-Denver’s Market- 
sport fishing... tennis... swimming... Sailing. Home of famed Pacific ing Plans.” 
Ocean Park... close by desert and ski resorts... Disneyland... Marine- 4 . ‘ 
land... Catalina Island... miles of clean beaches and scenic drives. Smog- Second-day topics covered the dis- 
free ocean-fresh air all year long. | trict manager’s role generally, then 
For information write: CONVENTION BUREAU, touched on planning, personnel re- 

Chamber of Commerce, 109 Santa Monica Boulevard, Santa Monica, California cruitment and selection. Employment 

interviews and personnel training and 
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facilities are im... 
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supervision were discussed the third 
day. Fourth day was devoted to 
meetings and conferences, problem 
solving and decision making and 
communications. 

Personnel motivation and develop- 
ment of leadership skills were covered 
the fifth day. Sixth was devoted to 
analyzing responsibilities of the dis- 
trict manager for sales and the art of 
delegating authority and responsibil- 
ity, with a concluding summary on 
the school. 

What was the attitude of students? 

One anonymous Gardner-Denver 
district manager puts it this way: 

“I've been to Quincy many times 
over the years, but this was the first 
time I found myself in a hotel room 
studying each night, and going to bed 
at 12 o'clock. Our company has been 
typical of most in that the annual 
sales meeting at the home office was 
looked upon as somewhat of a lark. 
However, the detailed planning made 
it obvious that the company was ap- 
proaching this school seriously. This 
was a different sort of meeting. The 
company knew it and we knew.” 


> What element of the school most 
impressed non-company instructors? 

“Application of the students was 
fantastic,” says J. S. Schiff, professor 
of marketing, Pace College, and vet- 
eran of company sales meetings. 

“T've never seen the dead serious 
approach I saw here. I had a class 
on ‘Effective Supervision’ at 1:15 
p-m. on the third day. When I 
walked in at 1:10, the class was 
ready to go,” he reports. 

“This bunch of Gardner-Denver 
fellows was ready to learn,” Crissy 
adds. “Obviously, they realized the 
school was tailored to their needs 
and they had prepared very carefully 
for it.” 

Gutekunst, one of the company in- 
structors, along with Erickson, R. H. 
Ganz, general sales manager, and 
K. J. McDaniel, director of personnel, 
feels the school was a success. 

Gardner-Denver President G. V. 
Leece puts it another way: 

“We aren't looking for immediate 
gains. We feel the school has given 
these key men a new sense of their 
importance in the company scheme 
and new tools with which to harness 
their potentialities. We feel this 
school will be paying off for years to 
come.” 


® While Gardner-Denver executives 
are not ready to announce plans for 
1959, they have decided that the 
planning that made the 1958 school 
an outstanding success will character- 
ize future Gardner-Denver schools. # 
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Jones! Did you say, “Sales 


meetings that SELL salesmen?” 


That's right Boss! Wilding’s 


been doing them for years! 


WILDING 


PICTURE PRODUCTIONS, INC. 


CLEVELAND 
LOS ANGELES 


DETROIT 
TWIN CITIES 


CHICAGO 
CINCINNATI 


NEW YORK 
PITTSBURGH 


NOW! 
A COMPLETE EXHIBITOR 


INSTALLATION & DISMANTLING 
SERVICE IN PHILADELPHIA 
SHO-AIDS 277 S$. 59TH ST., PHILADELPHIA, PENNA 


tQuIS A. DE CECCO, V.P SHERWOOD 8-2622 
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“HOSPITALITY TERRACE” service exhibit was used successfully for the second time in ‘58. 


Standard Brands Sells with ‘Hospitality’ 


Trade show approach started back in 1876 still works for Stand- 
ard Brands. Multi-purpose exhibit puts emphasis on service. 


By P. |. EISENMENGER 
Vice President, Fleischmann Division, Standard Brands Inc. 


SPEAKING IN TERMS of ultimate 
objectives, we believe in exhibiting 
at all the major hotel and restaurant 
trade shows because we believe it will 
help us sell more products. 

By “we” I mean, specifically, Insti- 


EXHIBIT emphasizes service and displays company products. 


58 


tutional Department, Fleischmann Di- 
vision, Standard Brands Inc.—the de- 
partment that sells our coffees, teas, 
desserts and bakery ingredients to the 
nation’s hotels, restaurants, industrial 
feeders and public institutions. 
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Before going into the specific rea- 
sons for this belief it might be inter- 
esting to mention that Fleischmann 
Division’s trade show tradition is at 
least 82 years old, since it can be 
traced straight back to the famed 
Philadelphia Centennial Exhibition of . 
1876, where Charles Fleischmann in- 
troduced his compressed yeast to the 
nation’s bakers by serving them light 
and fluffy yeast-raised rolls and coffee 
in an exhibit that looked like an ele- 
gant sidewalk cafe. While there are 
no records as to whether the coffee 
served at this first Fleischmann ex- 
hibit was roasted and sold by a pair 
of proper Bostonians named Caleb 


FIRST exhibit introduced yeast at Centennial Exhibition. 
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Apply our (OLDEN RULE of Hospitality 


FOR BETTER CONTESTS 
, Me AB BIGGER CONVENTIONS 
ersonatize eryice 
S BUOYANT SALES 


NS 
NS 


Convenient Meeting Space 


ma 


Florida is a magic word when it comes to conventions, and 

Miami Beach the icing on the cake. 

S Top this all off with the Golden Gate and you have an 
SS irresistible goal that’s bound to heat up the coldest sales contest 
o> to a boiling pitch, and push that graph up where it belongs. 


Luxury and Comfort 


Our new Convention. Hall is designed so that 9 meetings can 
be held simultaneously . . . each in complete privacy. Seating 
capacity 1600 — banquet 1200 — all under one roof, with perfect 


visibility and acoustics. Exhibit area specifications, on request! 


Golden Gate different? — the difference is the personal 
touch...our Golden Rule of hospitality that lifts your 
convention from an ordinary meeting to a talked-about 
event, with looked-forward enthusiasm for next year. 

Our personalized service provides its own execu- 
tive convention staff and public relations experts, 
together with a battery of conference secretaries 


For full details and color convention brochure, 
write—Harry N. Snow, General Sales Manager 
Dick Frey, General Manager 


and photographers at your service ‘round the clock! 

Ideal Golden Gate accommodations (all air 
conditioned) include hotel, motel, apartments and 
villas... featuring 3 swimming pools, 500 feet of 
private beach, shopping plaza, tennis courts, 3 cock- 
tail lounges, 2 dining rooms, coffee shop, dancing and 
continuous entertainment. 


20 ACRES ON THE OCEAN AT 194th STREET « MIAMI BEACH 41, FLORIDA 
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rs rigs ree 


air conditioned 


feat ivage 


WORLD’S MOST UNIQUE RESORT for CONVENTIONS AND MEETINGS 
featuring 


CLOSED-CIRCUIT TV 
on our CHANNEL 13! 


completely 


Si Kriegel, Gen. Sales Manager 
Jack Mintzer, President 


DIRECTLY ON THE OCEAN AT 99th STREET © Bail Harbour, MIAMI BEACH 


The Radisson welcomes YOU 
with EVERYTHING 


BALLROOM capacity, |,500 for 
meetings, |,000 for banquets 

OVER 18,000 square feet exhi- 
bition and display space 

FREE VISUAL AIDS supplied 


110 and 220 volt circuits 


AIR CONDITIONED public 
space 


FREE RADIO-TV all rooms 
CLOSED CIRCUIT TV facilities 
500 first class guest rooms 
GARAGE connecting—750 cars 


The Hotel of Distinction in the 
heart of downtown Minneapolis 


THOMAS J. MOORE DONALD E. CLAYTON 
President Manager 


THOMAS FITZGERALD, Sales Manager 


[ediss 


We'd like 


to tell you 


why 
M IAM I is the Magie City 


Write to CONVENTION BUREAU 
320 N.E. 5th St. Dept. TI 
Miami, Florida 


for Conventions 


Chase and James Sanborn, it is by no 
means impossible, since all three of 
these bearded and/or mutton chopped | 
pioneers were busily promoting their 
products during the same post-Civil 
War period. 

Getting back to the 20th Century, 
and the statement that the ultimate 
objectives of our trade show exhibits 
is to sell more of our products, it 
should be pointed out that in the 
achievement of that objective we use 
the exhibit as a many-purposed thing 
—which is a kind of poetical (though 
not exactly original) way of saying 
that we use exhibits many ways. 

For example, we use it to display 
and to “demonstrate” our products; 
to greet and entertain our present 
customers; to meet and entertain 
prospective customers; to strengthen 
the identity and prestige of the com- 
pany we work for, and to play our 
part in supporting the industry we 
serve. 

Exhibit we use for all these pur- 
poses (which could be seen “in per- 
son” at the National Hotel Exposition 
in New York City’s Coliseum, Novem- 
ber 3-7) is called “Hospitality Ter- 
race” and in appearance and function 
is not unlike the sidewalk cafe that 
was created by Charles Fleischmann 
for the Philadelphia Centennial of 
1876. (In this connection it is inter- 
esting to note that while the similarity 
in appearance is purely coincidental, 
the similarity in function is not. 
“Service” is and always has been a 
cornerstone of Standard Brands sell- 
ing.) 

First of the exhibit’s 20th Century 
ancestors was “Hospitality Gardens”— 
an impressive edifice which included 
a house as well as a garden and which 
made its debut at the 1949 National 
Restaurant Assn. trade show in At- 
lantic City, where it occupied the 
entire center stage on the huge Steel 
Pier. In the years that followed, the 
“Gardens” became a more stream- 
lined and efficient “Terrace,” but the 
exhibit’s hospitality theme and hos- 
pitable atmosphere have been pre- 
served intact. 

The larger exhibits put the empha- 
sis on service rather than display — 
that is the service of tea or coffee in 
the cup rather than the display of 
tea or coffee on shelf or in shadow 
box. Reason behind this is obvious: 
No one has yet made a pound of 
coffee that can attract and stop a 
weary restaurateur on his appointed 
trade show rounds, and no one has 
found a better lure for the same 
weary restaurateur than a hot and 
fragrant cup of coffee. In addition to 
using the service of coffee as a sure- 
fire lure for trade show visitors, it is 
also used to demonstrate the fact that 
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when Chase & Sanborn’s restaurant 
coffee is properly brewed, it makes a 
drink that’s ft for the gods—a not-too 
subtle suggestion that it’s also fit for 
the visiting restaurateur and his cus- 
tomers. 

As you might imagine, the service 
of coffee or tea in a restful and con- 
genial atmosphere is an ideal way to 
cement relationships with present cus- 
tomers—to build a closer relationship 
with prospective customers and to 
actually take orders for products. 
However, the degree to which the ex- 
hibit is used to build goodwill with 
customers or to get them to sign on 
the dotted line is left to the judg- 
ment of our sales representatives. 

As I have said, one of the exhibit’s 
secondary purposes is to strengthen 
the identity and prestige of the com- 
‘ed the salesmen represent. And 

ere again we feel that an attractive 
and impressive “serving” exhibit can 
be more effective than an exhibit that 
places major emphasis on product 
display. We know for a fact that 
thousands of institutional operators 
who attend hotel and restaurant trade 
shows have learned to identify “Hos- 
pitality Gardens” or “Hospitality Ter- 
race” with the rather vague corporate 
entity they knew as Standard Brands. 
And we are firmly convinced that 
their friendly feeling towards our 
familiar exhibit is extended in worth- 
while measure to our company. 


> Last but not least of our several 
supplementary purposes in taking a 
large and impressive exhibit is to sup- 
port the hotel or restaurant associa- 
tion sponsoring the trade show in 
which it appears. This responsibility 
was a very real consideration in the 
days when the value of trade shows 
was not fully appreciated and exhibit 
space was difficult to sell. Even today, 
when most shows are jammed to ca- 
pacity with exhibitors, we consider it 
a responsibility to make our exhibit 
as attractive and interesting as pos- 
sible—for the sponsoring association’s 
sake as well as our own. We realize 
that this particular purpose may seem 
to be a rather far cry from the ulti- 
mate objective of increased sales. 
Nevertheless, more than 90 years of 
nationwide selling to the institutional 
and baking industries has firmly con- 
vinced us that the stronger the asso- 
ciation the stronger the industry and 
the larger our sales. 

In conclusion, I should mention 
that the trade show exhibit is only 
one element in our over-all marketing 
picture. However, since the Fleisch- 
mann Division’s selling efforts are 
aimed at the trade, rather than at the 
public, we — the trade exhibit 
as an absolutely essential element. 
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What's New In Exhibits ? 


i BA HOME OFFICE of Boonton Molding Company, 
Boonton, N. J., features a hard hitting, high style of merchan- 
dise display as example to visiting department store buyers. 
About 25 feet long, it’s a convincing demonstration of con- 
sumer sales impact for Boontonware. 


A AGENCIES, too, need the drama of displays. Erwin 
Wasey & Ruthrauff & Ryan are now using a portable show- 
case for their own presentations to clients. Housed in a hand- 
carry suitcase, it sets up in a jiffy and opens to tell a complete 
graphic story. 


New YORK’S LATEST and smartest permanent exhibit 
is the “Design Center for Interiors” in the East Fifties. 
Conceived by Tom Lee for the decorator and home owner, its 
many booths present the finest in contemporary taste. 


Now IT’S EASY to exhibit for the European market. 
Thirteen U.S. companies proved it with spectacular displays 
at the Geneva Atoms for Peace Exposition, designed by IVEL 
in New York, built and serviced by our low-cost European 
plant. 


pth SELF-CONTAINED carry-type display is 
now hitting the jackpot with Army and Nurses Corps recruit- 
ing agencies. Built into a suitcase, it opens up to a three- 
wing exhibit, with transparencies, copy plaques and a writing 
ledge for information cards. One hundred of these displays 
have just been put into use. 


ons SAY business is bad, but there’s no dearth of good 
display ideas to make it better. For the smart design organiza- 
tion, a recession is a challenge that brings out those new 
ideas to stimulate a client’s sales. 


saga new PLANNED ECONOMY PROGRAM is a good 
way to save time and money for clients who enter more than 
one show a year. Ask for literature. 


\" herever smart ideas are needed for ultimate display 
effectiveness at sensible cost, you’re likely to find the skilled 
hand if IVEL. Whether large or small, try us on your next 
project. 


IVEL CONSTRUCTION CORP. 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 


the “seat” 
of your next 
convention... 


Bringing them in from out of town? Solve your transportation problems by 
putting yourself in the hands of Capital Airlines’ Delegate Service. 

Not only will Capital whisk your delegates to their destination on a 
jet-prop Viscount. In addition, a Capital travel expert will help you with 
ground transportation, hotel accommodations, even entertainment. 

How about the cost? Often less than 
train transportation, and you save up to 
80% in time! If you convene in almost 
any major city of the East, Midwest or 
South, call Capital...do it now! 


AIRLINES 


Capital 


aN South's Supreme 
Hotel with a 
Personal Touch 


| 


e Shops of la 


ummer Garden dining and 
mystic lighting surr 
ent is the fastest 5 


ee 


atianta Biltmore 


ERIE, PENNSYLVANIA 


By the Shores of Lake Erie . . . 400 Luxurious 
Guest Rooms ... TV .. . Redecorated 
Executive Suites . . . One Minute to Rail- 
road Station . . . Five Minutes to Airport 
. . « 24-Hour Parking just Fifty Cents .. . 
Excellent Acc dations for Conventions 
and Sales Meetings, from !0 to 600... 
Large Exhibit Area . . . Unexcelled Recrea- 
tional Facilities . . . Distinguished Cuisine 
and Service. 


Call Sales Manager Collect— 
ERIE 2-523! 


Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 
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Books on Meetings and Tours 


New books offer tips to conference planners and plant tour ar- 


rangers. Ideas are valuable to old pros as well as beginners. 


Host of new books and pamphlets 
for the meeting planner cater to the 
growing interest of business in effec- 
tive meetings. While some are aimed 
at the neophyte, most planners can 
pick up some good tips from anyone 
of them. 

“How to Hold a Better Meeting” 
by Frank Snell (Harper & Bros., New 
York City, $2.95) packs a lot of meat 
into one small volume. Snell’s formula 
for a better meeting starts with a 
written agenda sent to everyone ex- 
pected at the meeting. Agenda can 
reduce the number of unnecessary 
meetings by placing the burden of 
calling the meeting squarely on the 
leader and getting it down on paper. 

Every agenda should list date and 
place of the meeting, subject, esti- 
mated length of the meeting, names 
of persons to attend, background of 
the subject, present position of the 
subject and, most important of all, 
the goal of the meeting. 

Keep your conferences small, coun- 
sels Snell. All too often, people are 
called to meetings that do not require 
their presence. Extra man will only 
confuse the issue by “throwing out 
something” whether it applies to the 
problem or not. Best conferences are 
for 15 men or under. 

There are basically four different 
types of meetings — report, decision- 
making, creative and training. Each 
requires a different type of leadership. 
Report meeting, designed for the 
rapid and direct presentation of re- 
ports, is an authorization conference 
guided by a strong leader. Decision- 
making meeting needs strong direc- 
tion which allows idea to be aired but 
keeps the meeting firmly on the track. 

Creative meeting operates best with 
a minimum of control from the leader. 
In the training meeting the leader 
should remain in the background. It’s 
his job to summarize points and keep 
the discussion moving without being 
an active participant. 

Book covers many of the basic 
meeting problems and offers solutions 
in clear, meaty language. 

“Better Business Relations through 
Plant Tours” (U. S. Chamber of Com- 
merce, Washington, D.C., .50) is a 
guide to planning public tours through 
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your business or plant. Booklet gives 
do’s and don’ts on invitations, pub- 
licity, pre-tour housecleaning, trans- 
portation and parking facilities, and 
tour follow-ups. (See box below.) 
“How to Harness a Conference” by 
Don Herold (Hammermill Paper Co., 
Erie, Pa., free) offers some good tips 
on getting the meeting underway. 
Herold advocates more writing and 
less talking at conferences and shows 
printed forms the meeting planner 
can adapt to his own needs. Obvious 
act of writing down a record of your 
progress will keep the conference on 
the beam and exclude “hot air on 
extraneous subjects.” Post-meeting 
memo outlining decisions reached at 
the conference gives everybody a 
clear, written record of the proced- 
ings and helps get action woh, nee 


“The Conduct of Meetings” by 


G. H. Stanford (Oxford University 
Press, New York City, $3.25) takes a 
lot of the fog out of rules of parlia- 
mentary procedure and offers a sim- 
plified guide to opening the meeting, 
plus handling resolutions, nomina- 
tions, elections, and voting. Second 
half of the book gives examples of 
implementing the rules outlined in 
the first part. 

“Meetings and Their Payoff” (Hunter 
Douglas Aluminum Corp., Bridgeport 
2, Conn.) was prepared for Hunter's 
sales force as a guide to staging deal- 
ers’ meetings. Booklet offers three 
rules for successful meetings. Have a 
message. People don’t attend meet- 
ings for free steak. They want ideas 
they can use for better performance, 
better profit, or both. 


Meeting is as successful as its prep- 
aration and exploitation. If you don’t 
have the manpower, time or facilities 
for work for your audience — don’t 
spend your money on a meeting. If 
you don’t have a sales force ready to 
follow-up the meeting, you're wasting 
your time and money. 


Successful meetings depend upon 
careful consideration of seemingly 
minor details. Put everything in writ- 
ing and make checklists of everything 
you should remember. ® 


1. Determine immediate and long- 
range goals. 


2. Appoint a committee to plan 
arrangements. 


3. Set a date far enough for ade- 
quate planning. Check for conflict- 
ing civic events. 


4. Plan the program as carefully 
for 10 as 1,000. 


5. Prepare employes for tour. 


6. Take group of employes on 
“test tour.” Check for reactions and 
suggestions. 


7. Have name tags or badges 
ready. 


8. Treat all visitors as important 
guests. 


9. Have top executive greet them. 


10. Explain company and opera- 
tions briefly. Use film if possible. 


11. Provide an escort for each 10 
visitors. 


12. Use guides who know the 


20 Guideposts to Good Plant Tours 


company. Avoid canned commen- 
taries. Brief guides on group back- 
ground and special interests. Guides 
should explain and interpret on tour 
and avoid lectures. 


13. Stick to a schedule. 


14. Avoid sightseeing tour. Ex- 
plain how company fits into the 
economy. 


15. Use visual aids whenever you 
can. 


16. Re-check tour routes eliminat- 
ing safety hazards. 


17. If practical, invite guests to 
lunch in cafeteria. 


18. Give guest some “take-home 
material—souvenir booklet or inex- 
pensive sample. 


19. Follow-up with thank-you let- 
ter to each visitor. Send annual re- 
port or significant executive speeches 
to keep in touch. 


20. Evaluate tour carefully and 
objectively to improve on next tour. 


HONORARY degree is awarded by H. O. Dermody. 


UNIQUE COLLEGE 
doors on Monday 


it opened its 
morning and de- 
grees were awarded on Friday after- 
noon. Student body and faculty num- 
bered about 100. 

No examinations were given. No 
fees were required. Veterans of mili- 
tary service received no special con- 
sideration. 

The school was Pfizer Agricultural 
College, Graduate School of Applied 
Sales. Actually, it was the setting for 
the national sales meeting of the Ag- 
ricultural Sales Division, Chas. Pfizer 
& Co., Inc., 110-year-old drug and 
chemical company of Brooklyn, N. Y. 


Why Pfizer Created 
Its Own College 


Heavy technical and scientific data can’t heip to 


make a sale unless they can be translated for the 


consumer. This is the salesman’s job. To help 


him, Pfizer turned its sales meeting in a graduate 


school. Its own people made up the college faculty. 


By HUGH O. DERMODY 


The college was in session the week 
of August 25-29 at Miami Beach, Fla. 
It had a very serious objective. Pur- 
pose was to better fit salesmen, adver- 
tising and public relations represen- 
tatives, and others charged with 
telling the story of Pfizer’s agricultural 
products to consumers, to carry out 
their tasks. 

A two-fold problem inspired the 
decision to adopt a collegiate format 
for the meeting. 

First, the continuing technological 
revolution in agriculture has made 
farming today so complex that only a 
scientifically trained person can ex- 


Asst. Gen. Mgr., Agricultural Division, Chas. Pfizer & Co. 


plain some procedures so the layman 
will understand. 

Second, Pfizer products are sold 
mostly to feed manufacturers and 
local dealers. Result is that salesmen 
have little contact with the ultimate 
consumer—the farmer. But on the 
other hend, they must know the 
farmer's requirements in order to work 
successfully with those who eventu- 
ally fill those requirements. 

Ever since this industry came into 
being, key problem has been to take 
subjects that are highly technical by 
nature and to translate them into 
terms that the sales force could use 


GROUP of Pfizer salesmen attend a “lecture” given by member of Pfizer college “faculty”. 


SALES MEETINGS/Part II 


SALES MANAGEMENT 


Hawaii's newest meeting facilities, the Matson Waikiki Beach Meeting House seats 
1000 in air-conditioned comfort, offers the latest in lighting, public address systems, movie equip- 
ment and display booths. Sound-proofed room dividers provide complete privacy for as many 
as five smaller groups. Banquet or luncheon service, too, is available for up to 850 people. 


The Matson Meeting House is in the Heart of Waikiki, center of sun and fun, just steps away 
from the best surfing beach on the Island, fine restaurants, shops, entertainment centers, theater, 
banks, professional and transportation offices. Close by, too, are the four famous Matson Hotels— 
the Heart of Waikiki. The Princess Kaiulani, SurfRider, 

Moana and Royal Hawaiian Hotels have more than 1,000 
guest rooms plus a wide variety of meeting facilities. 


MATSON. ~— 
OFFERS MORE 
IN THE 


HEART OF 


Matson Navigation Company 

Convention Sales Manager 

215 Market St. « San Francisco 5, Calif. 
Get more from your meeting or convention by plan- 
ning it for Hawaii and Matson now. This coupon 
will quickly bring all details. 


Please rush full details on Matson meeting facilities 
and hotels in Hawaii. 


NAME 


SAIL 
STAY 


FIRST IN TH 


COMPANY 


ADDRESS 


MATSON HOTELS 
Mr. E. K. Hastings, Vice President 
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The PARK-SHERATON HOTEL is the 


(Qrateedion (hg / 


Only a hotel with the size, the 
specialization and the location of the 
Park-Sheraton can offer so much—under 
one roof! At the Park-Sheraton, your 
convention sessions will move along 
smoothly, on time, because your people 
meet and live at the same address. Group 
interest stays high because the conven- 
tion stays together. Small wonder the 
Park-Sheraton is the site of many of the 
nation’s most important meetings, year 
after year. Send for detailed brochure to 
help plan your next convention. 


TOIT we 


e Grand Ballroom accommodates 800 for meetings and banquets. 


e 10 other function rooms to choose from, capacities up to 400. 


@ Heart-of-the-city location—one block from Coliseum, short walk to Radio City, 


Times Square, Fifth Avenue 
shops, and theaters. 


@ Over 1600 guest rooms and suites. 
e@ Superb exhibition facilities 
and services. 
e Famous banquet cuisine. 
e Coffee Shop, Dining Rooms 
and Cocktail Lounges. 
e All personal guest services 
right in the hotel. 


ENTIRE HOTEL AIR-CONDITIONED 


to explain advantages of Pfizer prod- 
ucts to customers and ultimate con- 
sumers. 

These explanations are necessary— 
and they must be scientifically authen- 
tic—if, in the end, the salesman is to 
play his full part in giving Pfizer's 
Agricultural Division a competitive 
seas e. 

Let’s Took at a few examples of the 
kind of explanation we had to put 
across. 

Take the term “potentiation of anti- 
biotics.” To over-simplify, when we 
say an antibiotic has been potentiated 
we mean a way has been found to in- 
crease the blood level of that anti- 
biotic in livestock and _ poultry. 
Greater the amount of an antibiotic 
reaching the bloodstream and longer 
it remained in the bloodstream, 
greater the effectiveness of the anti- 
biotic. 

Another example is the Pfizer prod- 
uct, Vitamin A palmitate in gelatine. 
Our college students had to be shown 
why Vitamin A particles embedded in 
gelatine beadlets are superior to com- 
petitive products. 

So much for the basic problem. 
Next, it was necessary to concentrate 
on ways and means to help all of 
those associated with sales to get a 
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better understanding of the most im- 
rtant man in all of agriculture— 
“Jim Farmer.” 

“Will it help Jim Farmer?” is a 
criterion we have constantly in mind 
as we develop and sell our products. 

This philosophy is of vital impor- 
tance to salesmen. We like to call it 
“consumer concept.” At the same 
time, it by no means minimizes the 
importance of every link in the mar- 
keting chain. It simply points up that 
nobody benefits unless those things we 
and others have to sell reach the con- 
sumer’s hands. 

Goal of Pfizer Agricultural College 
was to firmly implant this concept in 
the minds of our salesmen. 

Choice of the collegiate format 
came naturally. Pfizer's Agricultural 
Research and Development Center, 
near Terre Haute, Ind., has many 
aspects of a college. Extensive re- 
search in fields of animal health and 
nutrition, both basic and applied, is 
carried on there. The Terre Haute 
staff includes bacteriologists, nutri- 
tionists, veterinarians and other scien- 
tists—many of whom have served on 
college faculties. 

We wanted to place primary em- 
phasis on those subjects in which our 
students were most interested and 
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r= MAIL COUPON TODAY FOR COMPLETE DETAILS «= 


Park-Sheraton Hotel Dept. A-l 
7th Ave. and 56th Street, New York, N.Y. 


Gentlemen: Please send me your complete 
Convention Brochure. 


Name 


Company 


Address 


City 


which would do them the most good 
in the field. It was logical, then, to 
draft Terre Haute’s scientists as the 
nucleus for the faculty. 

There were some problems. Natur- 
ally a salesman from New Jersey, 
where farmers are heavily in the 
poultry industry, has interests con- 
siderably removed from his colleague 
in Iowa where the emphasis is on hog 
production. 

We overcame this by running as 
many as four different classes simul- 
taneously so that the men could select 
those calculated to do them the most 
good. Similarly, separate courses were 
planned for those men who deal only 
with animal health products and an- 
other group that works only with our 
feed supplements. 

Next, it was important to show the 
men that the collegiate approach was 
not adopted in a flippant vein. To do 
this, we reversed the usual process 
and scheduled inspirational talks by 
Pfizer President John E. McKeen and 
Vice-President J. Jerome Thompson, 
head of the Agricultural Division, on 
the opening day instead of at the close 
of the session. 

All props were made as authentic 
as possible to give a genuine college 
atmosphere. Main assembly hall and 
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classrooms were equipped with desks, 
blackboards, laboratory equipment 
and the like. 

Because there was some danger of 
“scattering our shot” with as many as 
80 classes scheduled in a single week, 
we made it a point to hold a general 
assembly at least once a day. 

At these times, top men in the sales 
department took over to show the 
students how to make best use of 
information they had picked up in 
scientific sessions. We did not expect 
scientists on our faculty to provide 
sales “clinchers.” 

Lastly, there was some danger that 
the college might produce a lot of 
sales theory which would not be trans- 
lated by the men into practical ad- 
vantage. Last two days, therefore, 


were devoted to vocational practice in 
which each student was called -upon 
to put on a practical demonstration 
for the benefit of his entire class. The 
faculty served as a body of critics, 
making suggestions to each student on 
how he could change his presentation 
for greater effectiveness. Instructors 
also helped to clear up technical or 
scientific points over which there ap- 
peared to be some confusion. 

So much for the procedure. Now a 
bit about the nuts and bolts involved 
in planning an operation on this scale. 

Actual planning of the conference 
began six months before the date set 
for the meeting. Three men spear- 
headed the planning committee: Fred 
Manley, director of sales promotion 
and advertising; Robert L. Robinson, 


sales operations manager; and Bart 
L. Ruggiero, promotional production 
manager. Their job was to “a a pro- 
gram calculated to get the desired 
results, giving consideration to both 
the environment and execution of the 
weeks’ activities. 

We wanted to do two things: (1) 
Teach and train salesmen of the Agri- 
cultural Division on the scientific 
benefits and advantages of our prod- 
ucts; (2) Motivate the men to make 
use in the field of techniques methods 
and facts that would be learned dur- 
ing the meeting. 

A fresh approach—something dif- 
ferent—was needed. Again the college 
atmosphere seemed to fill the require- 
ments. It was fresh. It was different. 

As I have said, faculty was no 
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PLAN YOUR NEXT CONVENTION AT THE NEW 


miami beach 
exhibition hall 


Covering nearly 5 acres - Largest in the South - Completely air conditioned 


The new Miami Beach Exhibition Hall has an over-all floor area of 
200,000 square feet and seats 15,000 people at one time 
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CLAUDE D, RITTER 
Auditorium and Exhibition Hall Manager 
1700 WASHINGTON AVENUE + MIAMI BEACH 39, FLORIDA 


Centrally located, close to the world’s finest 


hotels, apartments, restaurants, shopping centers and recreation areas 


Parking for 3,500 Cars « Expositions « Conventions « Trade Shows « Sales Meetings 
Ice Shows « Announcement Showings « Automobile Shows « Sports Events 


For further information, write or wire: 


THOMAS F. SMITH 
Director Convention Bureau 


Fort Lauderdale’s only convention hotel 


GALT OCEAN MILE HOTEL 


Directly on the ocean, this 250-room completely air- 
conditioned luxury hotel provides convention facilities 
for the first time in this Gold Coast “‘ Venice of America.” 

In addition to enjoying the pleasures of a 600-foot 
private beach, olympic-size fresh water pool, adjacent 


par 3 golf course and vast sunning patio, you have avail- 


information write 
Convention Dept. S-1 


GALT OCEAN 
MILE HOTEL 
Fort Lauderdale, 


For detailed 


Florida 


able pillar-free meeting rooms for 50 to 1000 persons. 


Some like it Warm... 


NEW SPECTACULAR PLASTIC-DOMED POOL 


Revel in sunshine and warm luxury — even in 
he coldest weather! Swim in invigorating salt 
water in the Shelburne’s new, unique Plastic 
domed Pool —the Only one of its kind! 


Some like it Cold... 
NEW ICE SKATING RINK 
JUST OUTSIDE THE POOL 

If you faney the briskness of outdoor sports. 
Some like it Informal... 
PREMIER SEASON 
150 MOTEL-TYPE UNITS.. 


Family accommodations, Children’ aplayvesss 


“Shel Nh 


Atlantic City, N. J 


Write MARCUS FORD, 
lephone 
— ae ATLANTIC CITY 4-8131 


For The Life of Your 
Convention 


and The Convention 
of Your Life 


THE 


7 Wount Wisi 


BRETTON WOODS HOTEL 
NEW HAMPSHIRE 


The largest and finest convention meet- 


ing resort in New England, 10,000 acre 
estate. 10 separate meeting rooms, ex- 
hibition hall, dining room seating 800, 
completely trained staff to make your 
work a pleasure. 18-hole golf course, all 
sports, entertainment, and the greatest 
chefs in the U.S.A. Convention season, 
June thru October, Write today for 
brochures, programs and menus. 


All Inclusive Rate . . . Mo Extras! 


WIN CHESLEY, Director of Sales 
1 East 57th St., New York City, Plaza 5-7640 
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IN CHICAGO 


SMALL GROUP MEETINGS 


or less 


SMALL CONFERENCES are 
our BIG MEETINGS 


BISMARCK, HOTEL 


550 Air-Conditioned 
Guest Rooms 


WM. B. HORSTMAN, Gen. Mgr 
PAULINE BROWN 
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« ROBERT R. CARRA, Mar. 


Sales Mar 


CONVENTIONS AND 
SALES MEETINGS IN 
PHILADELPHIA 


AIR-CONDITIONED 
MEETING ROOMS 


City’s most convenient hotel. 
400 modern, attractive 
rooms—all with private 
bath, radio, and circulating 
ice water. Finest convention 
facilities—entire floor of 
air-conditioned meeting rooms. 
Closest to everything in Phila. 


Reserve direct or 
through your travel agent. 


Telephone: Rittenhouse 6-3000 


Adele Downey 
Soles Manager 


Bennett Tousley 
General Manager 
For Wining 

and Dining— 

@ Adelphia Room 
© Coffee Shop 


ADELPHIA HOTEL 
CHESTNUT STREET AT 13TH 
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problem. The nucleus was already on 
the payroll. Nor did rank raise an 
issue. We started at the top and 
worked down. J. Jerome Thompson, 
as general manager of the Division, 
became chancellor. As assistant gen- 
eral manager, I was vice-chancellor; 
Dr. Herbert G. Luther, research di- 
rector at Terre Haute, became dean 
of the College of Agriculture, and 
sO on. 

Next, the college seal. This, too, 
was easy. For some time the Agri- 
cultural Division has used a pictorial 
illustration of a white-coated scientist 
with a bag of feed on his shoulder 
and the slogan “Science Comes to the 
Farm in a Feed Bag.” The planning 
committee selected this as a fitting 
background for the seal, enclosing it 
in a circle and adding the date. 

A catalogue to announce class 
schedules and entrance requirements 
was designed. The men thus received 
facts in advance about all of the 
courses and when each of them could 
be taken. (This enabled a salesman 
to select courses which would be of 
most practical benefit to him.) Result 
was a close facsimile of an actual 
university graduate school catalogue. 

Among other things, it informed 
students that: “Pfizer College admits 
qualified students only, regardless of 
race, creed or nationality. Women are 
not admitted at any time. . . . Di- 
vision of Physical Education and 
evening extension services offer non- 
credit coures for those so inclined— 
chiefly in afternoon and late evening 
and early morning hours.” 

Briefly here were other suggestions 
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to create the proper atmosphere: 


1. College Counselors: Problems 
among undergraduates and graduate 
students are quite common, so coun- 
selors are necessary. Who got the 
call? Regional sales supervisors. 


2. Faculty robes: These were 
rented. They were used at the open- 
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| 
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ing session when the faculty was pre- | "as 


sented to the group. 


3. Mortar Boards: Production de- 
partment made most of these from 
black cardboard and _ black one 
paper. Others were rented for faculty 
members. All students wore them at 
graduation. 


4. Diplomas: All graduates _re- 
ceived a specially inscribed diploma, 
duly dane sealed, witnessed, rolled 
and tied with red ribbon. 

Classrooms were set up adjacent to 
the main assembly hall. Each room 
was clearly labeled so that students, 
by consulting their college catalogues, 


easily could find where each class | 


would be held. 


Now for the actual operation: Ex- | 


perience of those in the public rela- 
tions and advertising fields shows that 
most people retain 10% of what they 
hear, 20% of what they see, 50% of 


what they hear and see, 70% of what | 
they say, and 80% of what they say | 


and do. 

The college operated on_ this 
premise. Each proven learning pro- 
cess was used. There were lectures, 
workshops, visual programs, demon- 
strations, and individual and group 
participation. 
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... when 
meetings ... conferences 
...forums are held at 


Mistoric 


Williamsburg 


Virginia's restored colonial capital 
offers an ideal setting for top-flight 
meetings and conference groups in 
all seasons. The Williamsburg Inn 
& Lodge are now joined by a great 
new modern facility, the Williams- 
burg Motor House, to provide fine 
accommodations for groups up to 
400 persons. 

Conference delegates and their fam- 
ilies can combine business with an 
enjoyable holiday in the eighteenth 
century city. Tours of the famous 
historic buildings, craft shops, 
plantations, gardens, the carriage 
rides, and complete recreational fa- 
cilities combine to promote full at- 
tendance for meetings at... 


WILLIAMSBURG 
INN & LODGE 


AND 
MOTOR HOUSE 


For booklet and information write: 


William E. Bippus, Hotel Sales Manager, 

Williamsburg, Virginia or call New York, 

Circle 6-6800; Washington, EXecutive 
3-6481; Chicago, MOhawk 4-5100. 
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WE LET THE BEG ones GET AWAY 


The greatest number of guests to whom we can offer pains- 
taking, personalized attention — the kind of service that 
has become The BALMORAL standard—is 400. So, please 
bear in mind that if your sales meeting will contain fewer 
than that number (from 40 to 400 members), there is no hotel, 
anywhere, that can serve you better than can The BALMORAL! 


We invite you to become one of the select Four Hundred. 


At your disposal—complete facilities for meetings, banquets 
and between-meeting relaxation plus the imagination, expe- 
rience and know-how to gucrantee the complete success 
of your meeting. 


For Complete 
Information 
write 

Jos. Carbone 
Director 

of Sales 


JACKSON, MISSISSIPPI - BEAUMONT, TEXAS 


PLAN TO MEET AT BEAUTIFUL 


MYRTLE BEACH 


SOUTH CAROLINA 
“THE RIVIERA OF THE SOUTH” 


ON THE PLANTATION COAST OF SUNNY 
SOUTH CAROLINA! TWO CHAMPIONSHIP 
GOLF COURSES WITH GRASS GREENS, FINE 
FISHING FROM PIERS, BEACH, BOATS, LAKES 


Excellent Hotels, Motels & Apartments 
SPECIAL RATES OFFERED FOR GROUP MEETINGS AND 
CONVENTIONS FROM OCTOBER THROUGH APRIL 
oe Advise us your needs, number in group and dates 
of meeting. We'll give you fullest cooperation 


CONVENTION BUREAU-—-CHAMBER OF COMMERCE— MYRTLE BEACH 55, S.C. 


As noted earlier, the inspirational 
theme of the first day took the event 
out of the realm of a stunt while 
creating the proper college spirit. 

Here’s a quick run-down of Mon- 
day’s program: When the tardy bell 
rang at 9 a.m., students took their 
seats in the main assembly hall, an 
orchestra stuck up “Pomp and Cir- 
cumstance” overture, and in filed the 
faculty in full regalia. 

After I made a brief introduction, 
an honorary degree of Doctor of Sales 
was presented to Pfizer President 
John E. McKeen. To make the pre- 
sentation authentic, a robe was pro- 
vided and a special hood was de- 
signed to represent this particular 
degree. 


In a brief address, President Mc- 
Keen told students that Pfizer owes 
is continuing growth to five major 
factors. He said these are “research, 
diversification, production and engi- 
neering know-how, energetic market- 
ing and finally, people.” 

Keynote speech was given by Chan- 
cellor Thompson, who discussed the 
Agricultural Division’s code of ethics. 

“We believe,” Thompson said, “that 
on our own volition we should assume 
the responsibility for providing ade- 
quate training, education and devel- 
opment programs so that every man 
in the Division can improve his skills 
and advance... . 

“We believe that any sale to a cus- 
tomer must be profitable to the cus- 
tomer, the presentative, and to Pfizer 
if it is to be a good sale. In the 
absence of any of the best interests 
of any one of the three parties, the 
sale should not be consummated.” 

Students were briefed on how the 
college would function and were sup- 
plied with text material to be used 
in various classes. These “work 
papers” were preserved and students 
took them home for use as sources 
of reference in the field. 


> With college formalities over, the 
sales meeting began in earnest. Sales- 
men were “entertained and educated” 
by an intricate visual and audio pro- 
gram. Motion pictures, slides, slide 
film, recordings, radio, charts, speech 
and demonstrations were used to un- 
fold the Division’s program for 1959. 

Students probably had little idea 
of the tremendous amount of work 
that went into preparing the actual 
presentation. Most of the spade work 
had been done in New York. Timing 
and practice before formal opening 
smoothed out rough spots. 

Key to the program’s success was 
wrapped up in a detailed “score” 
where all words, cues, visual notes, 
and instructions were recorded. One 
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man directed the entire production 
from the wings, coordinating the pro- 
gram unfolding on the stage with men 
in the control booth, recording studio, 
and the stage hands. 

When the format was laid out in 
New York, it was decided what audio- 
visuals were needed and where they 
should be prepared. For certain parts 
of the program, recordings were made 
in the field. These were designed to 
capture authentic atmosphere in 
places where Pfizer products are sold 
and used. Recordings included sounds 
of a poultry auction, a livestock mar- 
ket report, and a stockyard sale. They 
were fitted into tape for presentation 
as part of the running program. 

Methods used permitted complete 
control of the message we wished to 


Iiry TULSA !.. 


America’s finest and most 
convenient Convention City! 


. . . FOR MEDIUM SIZED MEETINGS, up to 2500! 
Tulsa has that many downtown rooms, plus 
custom designed convention facilities, ade- 
quate public space for banquets, meetings 
and exhibits! Two turnpikes, 65 airline 
flights daily, bus and railroad center! And a 
professional bureau with the “know-how” 
to help you plan your most successful — and 
pleasant convention. 


f 


Civic & cultural cent Re . 


Nearby: world - famout 


| 


LAKES & RECREATION 


Center of scores of beau- 
tiful lakes & recreation © 
areas. 


put across so that there was better 
possibility of making it stick. 

About 15 people made additional 
tape recordings as part of the sales 
presentation. This gave a wide variety 
of voice inflection, adding a nice 
change of pace to the over-all per- 
formance. 

Props in the main assembly hall 
included a full-size outdoor billboard 
featuring one of the latest Pfizer ad- 
vertisements, soon to appear through- 
out the country. Also, a true-to-life 
feed store was set up on the stage. 

Scientists on the faculty even had 
benefit of laboratory equipment, in- 
cluding microscopes, so that the 
students could be given a pretty good 
visual idea of how various products 
work. 

Beginning on Tuesday, the group 
discussed—piece by piece and product 
by product—the ‘59 program in all of 
its aspects. Throughout this time, I 
moved from class to class in the role 
of observer. Information gained in 
this manner provided ammunition for 
a closing-day talk based on the prac- 
tical good the college experience 
would do each salesman. 

College authorities did not overlook 
the lighter side. Two ideas were used 
to create a collegiate atmosphere in $6.to $10 
sports. First, classes began early in DOUBLE! 
the morning after a 7:30 breakfast | * 
and were concluded by 2 p.m. SUITES 

Second, a well planned schedule $18 to $30! 
of sports permitted participation by * 
the entire group. Contests were staged 
and prizes were offered on graduation 
day. 

There were golf, tennis, swimming, 
shuffleboard and deep sea fishing. In 
the last-named category, top prize of 
the week went to Production Manager 
Ruggiero, who snared a_ six-foot, 
eight-inch sail-fish. 

Week closed with “Commence- 
ment.” There was an “honors convo- LAS VEGAS, NEVADA 
cation” with numerous gifts and i 


prizes recognizing all of those who Phone Convention Department —DUdley 4-6350 
1959 71 


Write Gene Arwood... 
CONVENTION & VISITORS BUREAU 


616 S. BOSTON 


TULS= 
echoes POD Tt ot OO y 


Oil Capital of the World . . . and 
America’s Most Beautiful City 


plus 
Indians! Western histo 


Complete Convention Facilities Plus 
Las Vegas Luxury at Economy Prices! 


Convention & Meeting Facilities for 10 to 1000 
at The World’s Largest Resort Hotel! 


3% CAFE CONTINENTAL, America’s most spectacular 
theater-dining room! Dining capacity 700, 
can.accommodate up to 1,000 for special events! 

te PRIVATE BANQUET ROOMS with special kitchen facilities. 
Serve also as meeting rooms for 200-300 persons each. 

%& TICKER TAPE LOUNGE for private cocktail parties 
for up to 150 persons. 

%e EXHIBIT SPACE...complete audio and visual 
equipment ...special installations for displays... 
flexible to meet any exhibitor’s needs! 

te PLUS unmatched cuisine, mammoth swimming pool, 
lounge, shop promenade, and all the fun for 

J which Las Vegas is famous! 
On Stage! The exciting show-spectacle direct from Paris! 


LE LIDO DE PARIS 


1065 
DELUXE ROOMS 


800 


ROOMS AT 


All air-conditioné 
and with at 


your door parking! 


UNITED HOTELS 
ENTERPRISE 


JANUARY 16, 


Bow 


HOTEL 


AUGUSTA 
GEORGIA 


“THE SOUTH’S LARGEST 
CONVENTION RESORT HOTEL” 


@ 10 function rooms—all air-conditioned 
(banquet capacity— 1000 
meeting capacity—1200) 

e 400 guest rooms—many air-conditioned 

@ 12 acres of beautiful grounds featuring 

Olympic Swimming Pool, 
18-hole putting green, 
Free Parking 

e A staff of convention specialists 

® Superb cuisine 

e Nightly entertainment 


Information and literature on request: 
BILL BOSWELL, SALES MANAGER 


NUMBER ONE IN Nassau BAHAMAS 


ot 


WO, U 


BEACH HOTEL 


Completely air conditioned 
right on the ocean. Fully equipped 
meeting rooms for large or small 
groups including the separate 
thatched-roof Jungle Club, accom- 
modating up to 800. 
New Cabana Club with Vision-Level 
Pool . . . private ocean beach, water 
sports, golf, tennis on 50 fabulous 
acres. Superb cusine, entertainment 
nightly. 

REGINALD G. NEFZGER, Gen. Mgr. 

Full details, dates available from 


Represented by WILLIAM P. WOLFE 
New York, Philadelphia, Boston, 
Chicago, Cleveland, Miami, Toronto 


Hotel Claridge Has Coined A New Word!... 10 


“Comventionship” ace 


Yes, we've coined a word 


in which conventions at the Claridge are handled. 


is based on: 1. 
advantageous location (pra 
Convention Hall); and 

Claridge Conventionship is 
gate Claridge Conventionsh 
again. 


group. Write, wire or pho 


Our complete convention facilities, 2. 


. . and we're ready and waiting to serve you and your 


MEETING ROOMS FOR 
TO 1,000 


2 BLOCKS FROM 
CONVENTION HALL 


AiR 
CONDITIONED 


PROJECTORS 
AND SCREENS 


ROOMS NEWLY 
REFURBISHED 


CONVENIENT 
GARAGING 


to describe the proficient manner 
This claim 
Our 
ctically next door to the Memphis 
3. And most important of all, 
based on our experience. Investi- 
ip we've demonstrated it time and 


ne for details. 


MEMPHIS 
ROY D. MOORE 


? FREE 
DIR. OF SALES O'NITE PARKING 
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CON MEN 


Most people would not be 
happy at being called “con 


men.” But we love it, for in 


our book it stands for “‘con- 


vention men,” and that’s 


what we really are. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J, 
Owned & operated by Leeds & Lippincott Co. for 68 years 


Write for illustrated folder 


EXECUTIVES 


R. W. LEEDS ¢ JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. © E. D. PARRISH 


ELLSWORTH SOOY e DORIS SEARS « |. L. HAVERLY 


LAWRENCE B. RAUGH © JAMES E, KNAUFF 


Search where you will, you'll 
have a hard time finding as 
charming a spot as Mont Tremblant 
Lodge for your next meeting! 
Here, at the foot of the 
Laurentians’ highest peak, is a 
complete French-Canadian village 
with every facility, every service 
to delight your delegates. 
Comfortable accommodations 
for up to 300 persons... an 
experienced staff to handle all 
details ... a wide variety of 
meeting rooms at your 
disposal . . . delicious food. 


In winter or in summer there is 
every opportunity here for work 
and play at one of the most 

famous resort clubs in the Americas. 
Rates are surprisingly modest, 

and your inquiry is 
respectfully solicited. 


90 miles 
north of 


Mont Tremblant, P.Q. 
Montreal 


Canada 


Siegfried Faller, Jr., Sales Mgr. 
Telephone: St. Jovite 83 
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excelled in sports and other contested 
events. 

A well-known guest speaker deliv- 
ered the commencement address in 
the style of a real valedictorian. Grad- 
uates then received their diplomas, a 
class picture, and a silver Pfizer tie 
clasp instead of the usual class ring. 

Will Pfizer do the same thing 
again? Emphatically, yes. Reports 
from our men indicate that they not 
only enjoyed the format for the meet- 
ing but received a great deal of bene- 
fit from it. Probably the best gauge 
of results: activity in the field in- 
creased substantially, with a resultant 
upsurge in sales. 

For others who may be interested 
in using the college format for sales 
training, a word of caution: Sales 
management must make the final as- 
sessment of all data furnished by 
scientists. We must be sure that stu- 
dents have a complete comprehension 
of scientific material presented and 
that they have the ability to convey 
this information to customers. 

A unique problem is posed here 
because dealers cannot be expected 
to translate scientific information 
about our products in terms which 
will stimulate the customer—the farm- 
er —to buy and use these products. 
This is the task of our sales force. The 
salesman must serve as a bridge be- 
tween scientist and dealer. We are 
now convinced that the college for- 
mat is a most effective way to make 
that bridge as strong as possible. 

We may then reach these conclu- 
sions: 


1. The method is an effective 
means to teach a sales force where 
superiority of ingredients or methods 
of use of a company’s products are 
important sales factors, but where 
such information would normally be 
appreciated only by a scientifically 
trained person. 


2. Similarly, it is useful where 
physical characteristics of a product 
or products can gain a technical ad- 
vantage over competitors, but where 
such advantages are normally appar- 
ent only to the laboratory technician. 
This again can arm salesmen with in- 
formation that they in turn can con- 
vey to customers. 


3. Lastly, the college technique is 
invaluable to report results of trials 
and experiments in which the worth 
of a product has been proved under 
scientific conditions. It is a most use- 
ful way to convey such information 
to salesmen who, in turn, can relay it 
to customers in everyday language 
calculated to stimulate sales. # 
JANUARY 
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SPOTLIGHT YOUR CONVENTION 


at the 


HOTEL 


JOSEPH MASSAGLIA JR., 


President 
CHARLES W. COLE, 
Gen. Mgr. 
@ 125 suites 
@ 2500 rooms 
@ 25 meeting rooms 
@ 350 show rooms 
and large exhibit areas 


New York's largest sky- 
scraper hotel — the New 
Yorker — tops for conven- 
ience and Convention facil- 
ities .. . plus the “know how” 
of an experienced Convention 
staff. 
In the heart of the city’s 
trading and entertainment 
area. Direct subway to 
Pennsylvania Railroad Sta- 
tion and Long Island Rail- 
road. Center Auditorium 
adjacent to the hotel (ca- 
pacity 3500). New York 
Trade Show building diag- f 
onally across the street. 

Write, phone 

(LOngacre 3-1000) or 

teletype (NY 1-1384) 

Jack Potter, Dir. of 


Sales, or contact 
Chicago Office DE 7-6344. 


otts 
iia ¥ me 


Santa Monica, Calif. Hotel MIRAMAR 
San Jose, Calif, Hotel SAINTE CLAIRE 
Long Beach, Calif. Hotel WILTON 
Gallup, N. M, Hotel EL RANCHO 
Albuquerque, N. M. Hotel FRANCISCAN 
Honolulu Hotel WAIKIKI BILTMORE 


34th Street at 
Eighth Avenue 


ci 


waii 
Washington, D. C. Hotel RALEIGH 
Hartford, Cenn. Hotel BOND 
Cincinnati, O. Hotel SINTON 
Pittsburgh, Pa, Hotel SHERWYN 
Denver, Col. Hotel PARK LANE 
New York City Hotel NEW YORKER 


KLE 


ON MUSIC HALL HOTEL STUYVESANT HOTEL WESTBROOK 
TWO BLOCKS OF BANQUET AND CONVENTION FACILITIES FOR 12 TO 1200 PERSONS 
IN 5 TO 500 ROOMS WITH 90,000 SQ. FT. OF EXHIBIT SPACE. 


WRITE FOR INITIAL BROCHURE!! 
om ann 
Director for Sales 


245 ELMWOOD AVENUE 


® GRant 


@ Air conditioned bedrooms 

@ Large screen television 

@ Conference rooms 

@ Free parking for 500 automobiles 
@ Drive-in entrances for motorists 
8035 * BUFFALO 


NEW YORK 


MBIA 


Ren TT 


*% 


VANCOUVER ~— the answer to your CONVENTION PROBLEM 


Hold your sales meeting or convention in Canada’s westernmost 
Province. Vancouver is a genial city where flowers bloom at 
Christmastime and it’s not uncommon to play 18 holes of golf on 
New Year's Day. Excellent hotels, good restaurants, 

inexpensive car rentals — plenty to do and see. For real seclusion 
try Victoria, an island city where totem poles overlook 

quaint old English shops. British Columbia is the refreshingly 
different locale for your next meeting or convention. 


Canada has superb facilities for— CONVENTIONS... 
POST-CONVENTION TRIPS... TRANSPORTATION 
TCA offers excellent service to Vancouver and Victoria from the 
United States. It costs less by air with more time there. 


TRANS-CANADA AIR LINES 


For planning assistance, see your Travel Agent or contact TCA in 
Boston, New York, Tampa/St. Petersburg, Miami, Cleveland, 
Detroit / Windsor, Chicago, Seattle/Tacoma or Los Angeles. 


Outstanding Convention Address in the Southwest 


HOTEL ADOLPHUS 


Summary of Convention and Meeting Facilities 


ROOM FLOOR SEATING DINING 


Grand Ballroom* Lobby 1,350 1,000 
Regency Room* Lobby 1,000 800 

Roof Garden 15th 500 400 

Cactus Room 21st ; 200 

Danish Room 15th 

North Room 15th 

French Room Lobby 

Press Room 7th 

Directors Room 7th 700 
Parlor A Mezzanine 1,290 
Parlor Mezzanine 378 
Parlor Mezzanine 627 
Parlor Mezzanine 957 
Parlor Mezzanine 288 
Parlor Mezzanine ; 385 
Parlor Mezzanine 682 


*Connecting 


Auto Lift: Via Ramp. Blackboards: Portable. Lecterns: Table and 
Standing types. Complete range of sound and projection equtp- 
ment, including public address systems. 


eS HOTEL ADOLPHUS 


Gronoz H. Suits, Sales Manager H. H. “Anpy” Anpgrson, Managing Director Dallas 1, Texas 
Completely Air Conditioned © Connecting Garage for600 Cars © TWXDLSII- °@ Phone Riverside 7-6411 
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KEM’S exhibit at the New York Stationery Show included 
sheets of cards, plus picture of Addis Ababa players. 


85% of Visitors Buy 


With small exhibit booths or rooms, Kem proves that exhibits 


mean sales. “Few leave without placing an order.” Playing 


card manufacturer uses system based on 10 years of exhibiting. 


EXHIBITS AT TRADE SHOWS give 
the manufacturer of a nationally dis- 
tributed consumer product a fast 
cross-section reaction to new designs, 
new packaging and new displavs. Per- 
sonal contact with buyers from all 
parts of the country makes it easy. 
That's why Kem Plastic Playing 
Cards, Inc., New York Citv and 
Poughkeepsie, N. Y., considers it 
necessary to participate in shows. 

Company’s schedule for 1959 in- 
cludes the New York Gift Shows, 
February and August, and New York 
Stationery Show, May; Chicago Gift 
Show, August; and Atlanta Gift 
Shows, January and July. In addition, 
Kem’s salesmen and manufacturers’ 
representatives will exhibit at more 
than 20 regional gift shows through- 
out the country; and the company will 
work closely with the Christmas shows 
of its wholesale accounts. 

“Cost of creating and setting up 
our trade shows comes out of the 
advertising budget,” says Mrs. Sara 
Coté, special sales manager, who is 
also in charge of advertising and sales 
promotion. “But the orders we book at 
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each show more than offset the costs. 
Many buyers come in just to see the 
new show—but few leave without 
placing an order.” 

“We consider exhibiting in shows 
as a form of marketing,” says Mrs. 
Coté. “It gives us an opportunity to 
keep in touch with buyers. It keeps 
our name alive in their consciousness. 
It gives us an opportunity to provide 
sales and display ideas to our cus- 
tomers. It helps us to train and inform 
our representatives. The ones spon- 
sored by our representatives achieve 
the same ends, and for those with 
large territories it provides oppor- 
tunities to keep in touch with cus- 
tomers on whom they cannot call as 
often as they'd like. 

In order to attract its good, steady 
customers—who otherwise might order 
by mail or wait for the salesman’s 
call—Kem creates a new exhibit every 
year. It is always informative or edu- 
cational, and is done by a professional 
designer who has a flair br the dra- 
matic. Theme of last year’s show was 
the international popularity of card 
games as recreation and the inter- 


EXHIBIT at Southeastern Gift Show featured backs of popular 
Kem cards, plus point of purchase aids and counter units. 


national popularity of Kem Plastic 
Cards for those card games. The 
theme is expressed visually by: 


1. An enlarged Kodachrome trans- 
parency of a bridge group in Addis 
Ababa, a picture which includes the 
host’s pet cheetah — shown in a 
shadow-box. 


2.. Kodachrome montage of foreign 
envelopes and registration cards re- 
ceived in Kem’s Service Department, 
to show that orders for individual re- 
placements (a Kem service) come 
from such far away places as Hong 
Kong, Cambodia and Peru. 


3..A sheet with 56 cards, a com- 
plete deck, printed on it, before cards 
are die-cut individually. Deck chosen 
is one used for Kem’s own sales pro- 
motion activities, with a design by 
the artist Ethel Parsons Paullin. One 
version shows the eastern, the other 
the western hemisphere, with Kem’s 
slogan: “The playing card enjoyed 
everywhere ... lasts for years.” 

“We try to tell our customers, 
through our shows, about some aspect 
of our business with which they 
wouldn’t ordinarily come in contact,” 
says Mrs. Coté. “For example, we 
found out through field visits with 
customers that all of them have a 
lively interest in the printing and pro- 
duction of Kem cards, but few if any 
realized that a complete deck—from 
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NEXT 
TIME 
MEET IN 
BERMUDA 


f 


Here's the ideal 
island setting for 
successful sales meetings, small con- 
ventions and directors’ sessions . . . 
beautiful scenery, comfortable cli- 
mate, fewest interruptions. Bermuda’s 
only hours away from major cities in 
the United States and Canada. Just 3 
hours by air from New York, daily 
flights by trans-Atlantic airliners. A 
week-end away by luxurious ocean 
liner, sailings weekly, 


Recreation facilities 
are superb . . . for 


golf, tennis, fishing, || 
swimming . . . for A 
sightseeing and / 


Restaurants 
are excellent. 
Famous hotels 


in 
Q\/ 

{> 
pees 

u 

f \ 
have dancing and nightly entertain- 
ment. Bermuda is well experienced in 
expertly taking care of all the re- 
quirements of small or large groups. 
‘Rates are reasonable. 


a 


FREE New 24-page booklet, 
“Bermuda . . . Headquarters for 
Memorable Meetings and Conven- 
tions.” Write for it today to: The 
Bermuda Conference Service (Room 
319) 620 Fifth Ave., New York 20,N.Y. 
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the 2’s to the Aces—is printed on one 
plastic sheet, which is then cut into 
individual cards. So we sent our 
designer to the factory to take photo- 
graphs of some of the most interesting 
production processes. Then when cus- 
tomers came to our exhibit room, we 
would take them on a factory trip via 
the almost lifesize photographs.” 


> Having been an exhibitor at shows 
for more than 10 years, Kem has 
worked out a system, which might be 
termed routine—but does not mean 
that anything is taken for granted in 
planning or carrying out show sched- 
ules. Each year’s schedule is planned 
in advance of the calendar year at a 
conference attended by the company’s 
president, general sales manager, and 
special sales manager. A theme is 
decided upon, and the president him- 
self works with the designer to trans- 
late it into dramatic, visual form. 
Other points considered during the 
planning stage are: 


1. Which shows to enter: The list 
remains fairly constant, especially that 
of shows in which the company par- 
ticipates directly. “We believe in con- 
tinuity and consistency.” 


2. New product to show: Usually 
there is a new design around which 
an advertising campaign has been 
planned. Last one was “Garland,” a 
pattern designed by Ethel Parsons 
Paullin who, in addition to her work 
for Kem, specializes chiefly in church 
art, stained glass windows, altar 
paintings, tapestries, murals. 


3. Display ideas: There usually are 
dealer aids, point-of-sale pieces, to 
stimulate visitors. Current item is a 


WITH GIANT COLORFUL IMAGES PRO- 
JECTED THROUGH A TRANSLUCENT 
SCREEN AND CHANGED AT WILL BY RE- 
MOTE CONTROL WITH THE 

NEW GENARCO 3,000 

WATT SLIDE PROJECTOR 

WITH THE 70 SLIDE 

CHANGER. GET ILLUS. 

TRATED LITERATURE 

BY RETURN MAIL FROM: 


GENARCO INC. 


97-00 SUTPHIN BLVD., JAMAICA, N. Y. y 
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new counter display that takes up 
only 12% inches of space, but has a 
fan made up of cards to show all 
current Kem patterns, plus seven 
actual decks. Copy on the front 
answers questions a ae might 
ask, while copy on the back suggests 
selling phrases for sales clerks. Unit 
also displays Kem’s new package, in 
lacquer red, white and black, to re- 
mind dealers of the inherent display 
value in the package. For the same 
reason, the exhibit always includes 
interesting arrangements of cards, 
made by the decorator who sets up 
the entire exhibit. Such arrangements 
are usually affixed to the walls. 


4. Advertising: Examples of Kem’s 
own advertising are shown, mounted 
or as reprints. Dealers are given sug- 
gestions and mats for their own adver- 
tising. 


> Kem makes a point of having its 
exhibits fully manned at all times. 
Customers have the opportunity to 
meet and talk with the president, two 
sales managers and production man- 
ager. It is the company’s policy to 
have all members of the executive 
staff attend New York shows, to be 
available to discuss with customers 
their problems in merchandising, ad- 
vertising, handling of adjustments and 
the like. This is in line with the man- 
agement view that both customers 
and the company’s representatives 
benefit through personal contact, each 
learning from the other. 

Still another benefit, according to 
silbert Hunter, general sales manager, 
is the opportunity the show provides 
for training members of the sales 
force, and to give them first-hand 
information about the distribution and 
policies of the firm. 


& The recent international theme is 


| particularly stimulating. The salesman 


in Detroit may never have occasion 
to meet Kem’s distributor in Addis 
Ababa, but the pictorial evidence that 
there is such a distributor and that 
Ethiopian card players use and enjoy 
Kem cards for their games can be a 
sales talking point. 

Though they accomplish a variety 
of objectives, Kem’s exhibits have as 
their chief purpose selling. “They are 
planned in ak a way that the smart 
buyer has to order,” comments Mrs. 
Coté. “We have no exact figures, but 
I believe it’s safe to say that at least 


| 85% of those who visit our exhibits 
| leave orders with us.” @ 


Could You Use a Complete List of 


Trade Shows? See page 8. 
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New Orleans 


... and of course 


The incomparable Jung . .. largest and finest convention 

hotel in the South. 1100 guest rooms, 10 oustanding meeting 

rooms including the Tulane Room (stage, service elevator). 
Delightful guest rooms and service in America’s most colorful city. 


FOR BANQUETS MEETINGS 
1,000 1,400 


Tulane Room 

Green Room 

Tulane and Green Room 
Map Room 

Map Room 

Plantation Room 

Rouge Rooms 

Audubon Room 

Old New Orleans 


7 Rana ere 
OFFICES 
EXecutive 3-6481 © 
Clrcle 7-6940 
MOhawk 4-5100 
PLaza 4-1667 
Completely air conditioned—TV and radios 
Fabulous Charcoal Room —Comfortable Cocktail Lounge 


FOR THE MOST STIMULATING | CONVENTION] YOU'VE EVER HAD! 


'Y COBANA "HAVANA 


Your men will get more out of a sales meeting or con- 
vention in Havana or Varadero. You'll get more out of 
them. They'll relish the novelty of Havana’s “old world- 
new world” setting, the invigorating climate, the most 
~ modern new hotels, the many facilities for work... for 


¥ 


Further, Cubana helps you plan all activities—business 
or pleasure — makes suggestions for accommodations, 
tours, night club and casino visits. Cubana prepares pre- 
convention literature and sends it direct to salesmen to 
keep them on their toes and “rarin’ to go.” Best of all 


sun and fun. 
It’s a package deal that packs a lot of sales incentive, 
Cubana assigns as many planes as you need for your 
exclusive use, paints your name on them in big letters, 
decorates the interiors with your signs, slogans, cam- 
paign material. These chartered planes—modern Super \ 
G Constellations or Prop-Jet Viscounts—take off from the 
place you designate, fly swiftly and pleasantly to your 
chosen destination. Arrangements can be made for exciting 
refreshments and delicious meals aloft. 


1959 


FREE! Send a reservation for the informative, illus- 
trated file folder, “A Brief case for holding your 
Convention in Cuba.” It’s crammed with ideas for 
planning the best convention you've ever ya 
Write Dept. 


JANUARY 16, 


. . for an overseas convention, the costs are less than you'd expect. 


We CUBANA AIRLINES 


Executive Offices: 625 Madison Ave., New York 22, N. Y. @ Plaza 3-0516 
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Your Weapon to Unleash Brain Power 


Use conference method to build up strengths in your men rather 


than concentrate on weaknesses. Give men opportunity to ex- 


press themselves. They need satisfaction of feeling important. 


By IAN E. McLAUGHLIN 


Sales Training and Personnel Manager 
California Packing Corporation 


SALES FORCE of any company is 
packed with hidden brain power. 
Much of it is never discovered, hence, 
never used to get better results in 
selling or to solve marketing prob- 
lems. Your bringing out this hidden 
brain power is one of your important 
tasks as sales manager. 

One of our best mediums to accom- 
plish it is the sales conference. Our 
method has proven effective to un- 
cover concealed abilities and usable 
ideas in salesmen. Philosophy on 
which the method is based is one of 
building on strengths—strengths of the 
men who make sales. 

When you hire a salesman you 
know he isn’t perfect. But there are 
certain attributes or strengths there 
which led you to believe he could do 
the job. Therefore, the man was hired 
for his strengths. 

Instead of proceeding from there, 
something curious happens. When we 
are with the man, most of us look for 
his faults or weaknesses and try to 
correct them. 


> Why not help him use his strengths 
to do the job, instead of trying to 
make him a perfect man? Utilize the 
attributes you hired him for and per- 


their abilities are contributing to the 
success of the business. They must be 
given the satisfaction of being im- 
portant. 

The conference is the ideal medium 
to accomplish this. Here, if the men 
are permitted to express themselves 
and shine, they can win self-esteem, 
esteem of their fellows, and esteem of 
their immediate chief. Here, you—and 
they—can learn to build on their 
strengths, to make them part of the 
team and to bring them into the act. 

With such conferences, where each 
man actually is participating, real 
spadework can be done. Sessions can 
be used for problem solving; for solv- 
ing differences of opinion; for winning 
oe of new ideas. They are an 
excellent training “theater”, particu- 
larly for those groups that have mixed 
levels of experience. 

What is a conference and what 


isn’t? A conference is a meeting of a 
group of individuals, preferably a 
small group, in a round-table discus- 
sion to find answers to a question or 
solutions to a problem, or to adjust 
differences of opinion. It is not a 
scene-setting to impose previously 
determined decisions or policies. 

For example: You are a department 
manager and your department work 
is piling up. You call the workers in 
and state: “We are behind in our 
work; starting Monday we will begin 
the day one-half hour earlier and work 
one-half hour longer during the day. 
Are there any questions?” This is not 
a conference. But, if you bring the 
workers in tor the same situation, ex- 
plain it, and then ask them what they 
would like to do in order to catch up 
on their work, and if the employes 
then arrive at the conclusion that they 
would like to start one-half hour 
earlier and take only one-half hour for 
lunch until the work is caught up—this 
is a conference. 


> The now-famous brainstorming ses- 
sions are not conferences. Basic differ- 
ence between brainstorming and 
conference is this: In brainstorming, 
individuals present any idea, wild, 
woolly, or worth-while, as fast as they 
can think. They have nothing to do 
with the selection from the vast num- 
ber of ideas for the proposed action 
or problem solution. In a conference, 
the group selects, debates, and de- 
cides practical, possible and promot- 


He Taps Hidden Brain Power 


lan €E. 


haps help to make these so strong 
that the weaknesses do not matter? 

Many sales managers realize this 
and encourage participation by telling 
their men: “You're part of the team 

we're all in this together.” But is 
this really true? Are the men able in 
themselves to feel part of the organi- 
zation? Or do they feel they are just 
minor cogs while you are the “Big 
Wheel”? If they feel this way, it will 
inhibit their capabilities. 

Because selling is such an emotional 
business, it is essential that we get 
salesmen to feel that they are part of 
the team, that they are necessary, that 


McLaughlin organized Sales 
Training and Sales Personnel Dept., Calli- 
fornia Packing Corp., with headquarters 
in San Francisco. This article follows a 
quarter century of experience as sales- 
man, salesmen’s supervisor and retail 
sales manager. McLaughlin has served on 
educational guidance staff of U. S. Air 
Forces Air University. He joined Calpak 
24 years ago. 
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You—if a sales meeting or convention is one of your headaches. 


: The San Juan Intercontinental. 


» Sunny Puerto Rico, close enough to save time, distant enough to 
be “different.” No passports, inoculations, visas or customs declaration 
needed. Money and postal service same as U.S. 


Unbeatable combination—superb convention facilities (banquet rooms 
accommodate up to 1500; air-conditioned guest rooms and suites) plus 
everything it takes to have a good time (restaurants, bars, pool, 

cabana club and casino plus the smoothest, whitest private beach 

on the entire island)! 


Phone your travel agent or IHC (in New York—STillwell 6-5858, 
in Miami—FRanklin 1-6661). 


The San Juan Intercontinental is just one of 15 
modern Intercontinental Hotels in 11 friendly foreign lands. 
All are supervised to American standards. 


The World’s Largest Group Of International Hotels 
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able ideas. Key here is group decision- 
making. 

This brings us to real reason why 
conferences bring results. 


> Usually (there may be exceptions 
to the rule) 12 heads are better than 
one on any problem. Conferences 
make men think. From time immemo- 
rial, men have wanted to “get into 
the act.” When you seat a group of 
them about a conference table and 
propose a common problem, everyone 
wants to take part. To do this they 


have to speak and to speak they have 
to think. Conferences make men think 
better. Conferences often change 
opinions—and they let men change 
opinions gracefully. 

Quite often a new program pre- 
sented to a group of salesmen will be 
objectionable to some old-timers. They 
will voice their objection publicly 
and loudly. Yet, after a discussion of 
the pros and cons, values and benefits, 
the old-timer can find himself honor- 
ably persuaded by the group and 


agree without loss of face. 


AMERICA’S 
INFORMAL 
BUSINESS 

CAPITAL 


AMERICA’S INFORMAL BUSINESS CAPITAL 

. this is the reputation earned by The Greenbrier 
through its many generations of serving the every need 
of the nation’s executives, business-wise as well as vaca- 
tion-wise. At The Greenbrier you'll find all you could 
wish for and more in modern group accommodations 
for as many as 1,000. For example, the newly con- 
structed, air-conditioned West Wing features an audi- 
torium with a 42 foot stage, the latest sound and pro- 
jection equipment, splendid banquet arrangements and 
a theatre with CinemaScope screen. In addition, The 
Greenbrier provides unsurpassed sport facilities, extraor- 
dinary service, wonderful dining and luxurious comfort. 


SPECIAL WINTER RATES 
Effective December 1, 1958 to 
February 28, 1959. 


$23 PER DAY, PER PERSON, 
SINGLE 


$21 PER DAY, PER PERSON, 
DOUBLE 
Rates Include: a spacious, lux- 
urious room, and The Green- 
brier’s traditionally fine meals. 
PLUS: golf course green fees 
(playable much of the winter) 
swimming in magnificent in- 
door pool—membership in the 
Old White Club—and gratuities 
to service personnel. 


YOURS FREE 7he Greenbrier Convention Story 


Send today for your copy of this beautifully illustrated, 32-page brochure which 
gives you complete information on all the facilities of The Greenbrier. Write 
direct to Charles L. Norvell, Director of Sales. Information is also available at 
The Greenbrier’s reservation offices at: New York, 17 East 45th Street, 
MU 2-4300; Boston, 73 Tremont Street, 

LA 3-4497; Chicago, 77 West Washington THE 

Street, RA 6-0624; Washington, D.C 


Investment Building, RE 7-2642. LCE AD, 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 
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Many of us are resentful of change. 
We don’t like to have to adjust to 
what is different or new. But in the 
atmosphere of group acceptance, a 
climate of receptiveness is created. 
New ideas can be adopted without 
resentment. 

A successful conference can be con- 
ducted only with a good and prac- 
ticed leader. Such a leader knows he 
must do a lot of work to conduct the 
conference wisely. Background re- 
search is always necessary. The leader 
must be thoroughly conversant with 
the topic, problem, and any limita- 
tions that might be attendant on the 
problem. Only with this knowledge 
and facility will he be in a position to 
guide and control the conference— 
keep it on the track. But with all this, 
he knows he must be on guard against 
any directed solution. Differences be- 
tween “guiding” and “directing” are 
the key here. 

To get the conference off to a clear- 
headed start, the leader’s function is 
to: 


1, State the purpose of the con- 
ference to conferees—specifically, sim- 
ply, and, preferably, in one sentence. 


2. Outline limits of discussion. (Ex- 


FLORIDA'S LARGEST . . . 


and most complete convention 
and exhibit service — designed 
to meet your needs. 


WE OTE Any 
w MS — Tae yay yess 


Cocalive WSienens ani BunoEns 


PLANNING © DESIGN e 
BOOTHS e 
REMOVAL 


Are you pl ing i at the 


7 
New Miami Beach Exhibition Hall or 
any of the hotels? We'll be glad to 
supply yeu with any technical informa- 
tiom regarding the many facilities avail- 

able in this area.—We 

imvite your inquiry. 

Write or call today: 


BERKE DISPLAYS, Inc. 


1733 N.W. 20th Street 
MIAMI, FLORIDA 


Phone: NEwton 5-5376 
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ample: If conference is to solve a 
marketing problem, tell men whether 
they will have more money to spend 
for promotional work; whether there 
is going to be any additional adver- 
tising; or what the limits might be 


on shipping.) 


3. Define new terms. Don’t let any 
discussion become a battle of seman- 
tics. It doesn’t really matter what the 
definitions are of a word or term— 
according to Webster or anyone else. 
Important thing for purposes of the 
conference is that there is general 
agreement on one meaning or under- 
standing. 


4. Explain conference rules. Keep 
them simple. 


e there are no Robert’s rules of 
order; 


one man at a time talks, loud 
enough for all to hear; 


conferees do not have to work 
through the Chair (or leader) 
but may talk across the table to 
each other—but only one at a 
time. 


5. Insure participation. It is the 


LOOK AT YOUR DEALERS OR | 


MEMBERSHIP AND COMPARE 
L/TTLE ROCK’S LOCATION... 


V CHECK THESE ADVANTAGES, TOO! 


Vv 4 modern hotels Vv Central location— 
Vv Ample air good transportation 
conditioned rooms Excellent eating 

v_ Air conditioned facilities 
banquet rooms 
Vv Air conditioned 
municipal 
auditorium 
v Historical sights 
. 


/ Reasonable prices 


Numerous golf 
courses 


/ City of hospitality 


FOR INFORMATION, WRITE OR PHONE 


H. J. BURFORD, General Manager | 


SOUTHWEST HOTELS, Inc. 
P.O. BOX 389 


LITTLE ROCK, ARKANSAS 
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leader’s duty to see that everyone— 
talkative type and silent Joes—all take 
active part. Only with both types 
participating will you get maximum 
benefits. 


6. Ask questions that will get the 
group thinking, talking, and that will 
lead to an eventual solution of the 
problem. This is the most difficult part 
of the leader’s job. He must propose 
questions that are stimulating, search- 
ing, and specific enough to direct the 
thinking of the group along channels 
that will lead inevitably to a conclu- 


sion. Soundness of the preparatory 
work put in by the leader makes for 
successful questioning. 

Different conference leaders de- 
velop their own techniques, but here 
are some basic procedures to get men 
to talk and to eer the conference 
with a lively start: 


1. Overhead question. Good as an 
opening, this is a specific question that 
the leader fires over the heads of the 
assembled conferees, hoping that 
someone will rise to the bait and 
answer. 


"Tho Vow 8 
Oy eit iw Exhibits Facilities 
Forgive our immodesty, but this is no idle boast. In our first year 
of operation, sixty progressive and forward-looking trade shows 
and conventions, used our excellent facilities. Because of the 
resultant demand for additional bookings, we are now in the 
process of planning substantial expansion. If you too, are inter- 


ested in greater acceptance and enthusiastic reception for your 
show, call or write us. There’s no obligation! 


New Yor 


DUANE W. CARLTON, President 


TRADE SHOW 


BUILDING 


EIGHTH AVENUE AT 35th STREET 
500 Eighth Avenue, N. Y. 1, N. Y. 


LOngacre 4-4100 


® 4 floors— 200 rooms with display 


windows — complete circulation — 
no dead ends! 

e@ 1 open floor of 18,000 square feet 

® Acoustical ceilings 

© 6 hi-speed elevators plus heavy duty 
freight lift 

® Modern lighting equipment—ample 
A.C. 110 and 220—3 phase 

© Crew of experienced personnel 

® 8th Avenue, 35th to 36th Streets 

® Tunnel to Penn Station 

© Adequate facilities for storage 

@ Restaurant & Beverage Facilities — 
room service 

Free tables, shelving, racks and chairs 
Spotlights—special peg-board 

display walls 

®@ No gratuities for service 

@ Nearly 5,000 hotel rooms adjacent 

© Center of Show Area 

® Telephone in each room— 
switchboard service 


Diagonally Across from Hotel New Yorker 


COMPLETELY AIR-CONDITIONED 


in the WEST 


depend on 


Conon 


.»- for successful shows, © 


meetings, conventions 
You'll find expert planning help, 
experienced follow-through and 
outstanding facilities. Large or 
small, your meeting is of major 
importance to a Doric hotel 


Doric NEW WASHINGTON 
Meetings to 500; banquets to 350 
Doric MAYFLOWER 
Meetings to 300; banquets to 200 


Bellingham, Wash. 
Doric BELLINGHAM 


Banquet, meetings to 350; catering 
to 1000. Adj. theater seats 1700 


OAKLAND 
Doric LEAMINGTON 
Meetings to 1000; banquets 400 


SANTA BARBARA 
Doric MAR MONTE 


Meetings to 400; banquets to 350 
On the sea. Pool, sports. 


@ iris 


PALM SPRINGS! Now — outstand- 
ing for incentive program winners 


the desert's most lavish luxury resort: 


Doric OCOTILLO LODGE 


Small meeting facilities and excellent 
accommodations also at: Palms 
Motel, Portland; Waldorf Hotel 
and Towne Motel, Seattle; Black 
Angus Motor Hotel, Kennewick, 
W ashington 

MOTOR 


> “ 
®Ls ; MO’ 


610 Dexter-Horton Bidg. 
Seattie, Wash. 


MAJOR NATIONAL CREDIT CARDS ACCEPTED 


COMPLETELY 


oe 
AS 


Ky 


AIR 


A 
ih ‘ 


HAVE 
A 
“LUXURY LINER” 
CONVENTION 
100 
MILES 
OUT 
TO 
SEA! 


Add all the gaiety, all the delights 
of a luxury cruise to your convention 
plans. Hold it at the magnificent 
Montauk Manor and assure its unparalleled 
success. Dramatically located at 
scenic tip of Long Island, Montauk Manor 
provides one of the most desirable, the 
most completely self-contained con- 
vention facilities anywhere. 200 luxuri- 
ous suites and rooms accommodate your 
guests in supreme comfort . . . the 
spacious, gracious main dining room 
overlooking the pounding Atlantic surf 
offers an extraordinary banquet setting 
that befits the superb cuisine . . . and 
the variety and size of the group meet- 
ing rooms are limitless. The surf and 
cabana Club rivals anything the Riviera 
has to offer. A championship 18 hole 
golf course, clay tennis courts, and 
unsurpassed boating, sailing and fishing 
activities fill your festive stay to the brim. 
Join the many distinguished groups and 
organizations that have made Montauk 
Manor their convention headquarters 
year after year. For complete details 
and special Full American Plan rates 
from June through October, 1959 call 
William C. Tonetti, Gen’l Mgr. & Vice 
Pres., or R. D. Waterman, Convention 
Mer., MU 2-5198 (direct line) 


MONTAUK 
MANOR 


for a “luxury liner’ convention at 


nearby MONTAUK POINT, LONG ISLAND, NEW YORK 


So easy to reach by land, sea & air 


CONDITIONED 


“ ah 


NEXT TIME... 
make ita 


SCHIMMELvention 


KANSAS CITY, KANSAS 


Newest hotel ir 
metropolitan Kansas y 
. complete tacilities 
for any size group 
250 guest rooms 
luxurious suites 
air conditioned 
drive-in garage se 
ea”'SCHIMMELvention means Successful © 
Convention at any of the centrally- 
located Schimmel Hotels. 
SCHIMMELservice is immediate, per- 
sonal service—so important to the suc- 
cess of your function. Next time—make 
your meeting memorable ... make it a 
SCHIMMELvention! 
© HOTEL CORNHUSKER Lincoln © HOTEL LASSEN Wichita 
© HOTEL LINCOLN-DOUGLAS, Quincy, lil. 
© HOTEL CUSTER, Galesburg, Ill. 


© HOTEL BLACKSTONE Omaha 
SEND FOR FREE CONVENTION 
PACK—plus PROMOTION KIT to help 
you make vour next function an out- 
standing success! 


write SCHIMMELvention 


TOWN HOUSE— KANSAS CITY, KANSAS 


YEA 


Washington’s most convenient 
meeting place... 


| with every modern facility for a confer- 


ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 


information. 


the Willard, Washington, D.C. 


, EP “The Residence of Presidents” 


Wesiler T. Keenan, General Manager. Offices: New York, Circle 7- 7946; Chicago, | 14th Street & Pennsylvania Avenue, N.W. 
WHitehall 4-7077; Detroit, WOodward 2-2700; Washington D.C., | 9 . Wael AAW « 3 TA799 
MEtropolitan 68-3492; Miami, PLaza 4-1660. | Telephone: NAtional 8-4420 - Teletype WA732 
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To Conduct Conference 
To Uncover Hidden Brain Power 


Do: 


® Prepare thoroughly. Have a 
subject and know it well 
enough to be able to guide 
the group and control it. 


State objective (preferably in 
one sentence). 


Outline discussion limits. 
Define new terms. 
Explain conference rules. 


Ensure participation of all. 


Don’t: 


e Engineer a solution: Let prob- 
lem be solved through a meet- 
ing of minds. 


Belittle anyone’s ideas. 


Expertize. 


Dominate. Don’t be afraid to 
remain in the background. 


Be impatient. Wait for 
answers. Don’t offer your own 
or make statements. 


2. Direct question. This is directed 
to a specific erson and is used any- 
time during p 2 conference. It can be 
effective as an opening. 


Every conference leader knows that 
the most challenging moment is that 
in which he must get the group talk- 
ing. One stunt is to use the direct 
question right at the start—with a 
little stage setting. A day or two ahead 
of time, post two of your most talka- 
tive men, who also are good thinkers. 
Tell them the question you are going 
to ask, and request them to be pre- 
pared with an answer. 

When you walk into the conference 
room and you fire a direct question at 
one of them and then the other and 
they are ready with quick answers, 
this starts the discussion off at a fast 
rate and quite often will break the ice 
sufficiently for everyone to plunge 
into the act. 


3. What, Why, When, How, Where. 
These familiar “probers” are good 
tools in a conference. Why do you 
think this way? How do you know 
it will work? On what do you base 
your opinion? All of these will cause 
more discussion and stimulate the en- 
tire group to increased activity. 


4. Relay and reverse questions. A 
problem for many leaders in running 
a conference is how to stay out of the 
act. A good leader should only ask 

uestions, never state. Every now and 
yw some smart guy in the group 
will want to find out what you, the 
boss, think about the problem under 
discussion and so he may fire a ques- 
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tion at you. There are two ways to 


duck: 


e Use the “relay” question. Restate 
the question exactly as the man 
proposed it to you, but pose it as 
a direct question to another man 
in the group—in other words, 
pass the ball. 


Employ the “reverse” question. 
Reverse it back to the man who 
asked it. “Well, Joe, that’s a good 
question and you have had a lot 
of experience, so I’m certain you 
must have some ideas on the 
subject yourself. How about 


answering your own question? 


5. “Sneaker” question. In most 
conferences you will find one silent 
Joe, a fellow who sits in the far corner | 
and takes very little part in the dis- | 
cussion. It’s the job of a good confer- | 
ence leader to get him into the act. To | 
do it, you can use the “sneaker” | 
question. 


After someone has made a state-| 
ment, turn to Joe and say, “Joe, do 
you agree?” This silent fellow will 
generally agree because then he 
oesn’t have to talk much. He doesn’t 
offend anyone, and he seems to be 
able to withdraw with his very 
pleasant system of agreement. So, | 
when you say, “Do you agree?” he| 
will answer, “Why, yes, sure.” Then 
comes the “sneaker” question—“Why?” | 
When he gets this simple, one-word 
= fired at him Pe must talk. | 

ou have him in the act. 

In a well-run conference, there is 
a visual record of what happens. This 


GRAND BALLROOM 
meeting capacity 1000 
lift from 


street for automobiles or 


air conditioned 


heavy equipment 


COLONIAL BALLROOM 
meeting capacity 500 


IN ADDITION 
Dining and Meeting Rooms 


22 private 


accommodating 20 to 


200 guests 


FIVE DISTINCTIVE 
PUBLIC DINING ROOMS. 


8 Minutes 
to Airport 


10 Minutes 
to Rail Depot 


From Lobby 
and Guest 
Rooms by 
High-Speed 
Elevators . , 


DIRECT 
TUNNEL TO 
BOTH 
UNDERGROUND 
1500-CAR 
GARAGE ang 
MUNICIPAL 

AUDITORIUM. 


uehlebach 


Seine ceenaate 


Protel IM 
and -MUEHLEBACH TOWERS 


12th STREET AT BALTIMORE AND WYANDOTTE 


KANSAS CITY 5, MISSOURI 


Barney L. Allis, President 
M. F. Landon, Sales Manager 


TELETYPE KC 530 


You can count on 
glorious weather any time 
of year in Puerto Rico 


Compare Puerto Rico’s average 
temperatures (see box at right) 
with those of any other con- Puerto Rico’s 
vention center. 
Nowhere in the world will balmy average 
you find J more congenial temperatures 
climate for a convention. The 
Caribbean sun shines 360 days 
a year in Puerto Rico. There HIGH LOW 
has never been a cold snap: oe 
For complete information January 80 70 
about Puerto Rico’s superb con- 4 
vention facilities, write Tourism February 80 69 
Dept. SM-14, Commonwealth March 81 70 
of Puerto Rico, 666 Fifth Ave., n 
New York 19, N. Y., or call April 82 71 
Circle 5-1200 in New York. May x4 73 
Some organizations that June 85 74 
have convened in Puerto Rico July 85 = 75 
General Electric August 85 75 
Plymouth = a September 86 75 
Singer Sewing Machine Co. 
American Dental Association October 86 74 
A.C. Spark Plug November 84 73 
Westinghouse 
Sealy Mattress Corp. 
N. Y. Chapter, American 
Travel Agents 


December 81 


A Complete Resort * Ocean City N. J. 


If you are looking for a quiet spot—away from distractions—where conventions 
are really pampered—look no further. Located on the ocean nearby to New 
York or Philadelphia, you'll find every facility you need—handled by a staff 
that goes out of their way to please. We even meet your delegates at the train 
or plane if you wish. 


And speaking of facilities, we have everything to make your leisure hours 
pleasant; from nearby golf, swimming, tennis or just plain lounging around. 


You'll get so much more accomplished at the Flanders and enjoy doing it, too! 


For details write: Mark D, Turner, Managing Director 


OPEN ALL YEAR 


250 ROOMS 
WITH BATHS 


7 MEETING 
ROOMS 
SEATING 50 TO 450 


135 MILES FROM Pf elf) | Sipe th TAM diay 
NEW YORK pat he Te olay 

60 MILES FROM vo ee 
PHILADELPHIA 


is necessary to keep people on the 
track and to stimulate further think- 
ing. It makes a — or total sum- 
mary, and also elps the group to 
reach a solution. 

A common recording device is to 
have a secretary seated beside you. 
Disadvantage to this is that only you 
and the secretary can see what is 
written and any reference to it must 
be read back to the group. A better 
recording device is a blackboard. With 
this the group can constantly see the 

oints you have put on the board as 
boing the important ones of the dis- 
cussion. Main drawback here is that 
once you fill the blackboard and need 
additional space you must erase the 
notes. 

There is a third and probably best 
recording device for a conference. 
This is a white pad, usually with 
sheets about 24” x 30”, clipped to an 
easel. On this, notes can be taken for 
a conference lasting all day. You 
merely flip the pages over as you use 
them. 

One of the main jobs of a confer- 
ence leader is to keep it going. There 
are techniques that help: 


1. Keep it positive. Accept and let 
the group examine all ideas presented. 


2. Don’t belittle. Nothing will kill 
a conference faster than to have you, 
as boss, tell some new salesman in the 
group: “Aw, that idea is no good. I 
tried it when I was a salesman and it 
didn’t work.” When this approach is 
permitted, you can almost see the 
minds of the man who has spoken— 
and all of the others—freeze up. 


3. Don’t expertize. When we look 
back on the world’s history, and on 
our constant improvement of nearly 
everything around us, it is pretty hard 
to stand conscientiously before a 
group and say an idea won't work. 
Leanardo da Vinci sketched a heli- 
copter. People thought he was a crazy 
artist. But today, the idea is working. 
Jules Verne wrote about a submarine 
that ran on some magic fuel. In those 
days they had neither submarine nor 
the fuel. Today we have atomic- 
powered submarines sailing under the 
North Pole. So, who among us as a 
leader can stand before any group and 
say, “That idea is not workable.” 

If the conference is to do its work, 
let the group expertize. Let anyone 
suggest anything. Eventually, the 
group will either adopt or discard the 
idea. You, as leader, must not be in 
- position of judge and jury on any 
idea. 


4. Stimulate thinking. There are 
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many ways in which further thinking 
may be stimulated. Here are a few: 


@ Deliberate misinterpretation. 
e Pretend misunderstanding. 


If one of the conferees makes a 
statement and you feel it has merit 
and seems to be on the right track, 
deliberately rephrase it incorrectly as 
you are about to record it. This will 
automatically cause either the man 
who proposed it, or some of the 
others, to jump on you and correct 
your misinterpretation. More discus- 
sion then ensues, others do more 
thinking, and general discussion 
follows. 

When someone states something 
which is fairly obvious, pretend to be 
thickheaded. “I don’t quite under- 
stand that, Bill. Can you explain it a 
little more fully?” As Bill rephrases 
and re-explains the statement to you, 
others will begin to pick it up and 
they, too, will join in the discussion, 
trying to straighten out your pre- 
tended misunderstanding. 

Now let’s look at the scientific 
method to solve a problem by the 
conference technique. We'll say it is 
a marketing problem. 

Here are six steps which, properly 
used, will enable a sales executive to 
find and use the hidden brain power 
of his salesmen and thus help him to 
get his job done more efficiently: 


1. State problem to group. Let it 
be speeific, concrete and workable. 
Be brief. 


2. Define limitations. Example: If 
the problem is that the sales to date 
on a given product are down in a 
territory while the rest of the line is 
up, what can we do about it? Some 
limitations may be that we will have 
no additional advertising, no special 
sales promotion material, and must, 
therefore, work with the same tools 
we have now. 


3. List all facts and factors. List 
them on the board or pad as members 
of the group bring them forward. Do 
not evaluate, expertise, nor belittle 
any facts or factors that the group 
wants on the board. 


4, List all suggestions for solution. 
Again, avoid evaluating, expertizing 
or belittling. 


5. Have group evaluate the solu- 
tion. They do this by taking sug- 
gested solution No. 1 and measuring 
it against all of the facts or factors 
listed under step No. 3. Then they do 
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ONE OF A SERIES 


| Mood RB 


The career of Raymond E. Rowland is a classic 
illustration of progress through the ranks in the 
best American tradition. He joined the Ralston 
Purina Company in 1926 as a junior salesman, 
was made a district sales manager three years 
later, and in 1933 he moved up the ladder to 
assistant divisional sales manager. 


In rapid succession, thereafter, he became a 
branch plant manager, assistant vice president, 
and vice president. In 1951 Mr. Rowland was 
appointed a member of the company’s board of 
directors, and in 1956 he was elected president 
of the company which today is the largest man- 
ufacturer of scientifically balanced food rations. 


In 1959, the Ralston Purina Company will hold 
its Presidents’ Honor Council Meeting at the 
HOLLYWOOD BEACH HOTEL, 


BEN TOBIN, President 


tas eat * 


JOHN W. 


salutes 


RAYMOND E. 
ROWLAND, 


President, 


RALSTON PURINA 
COMPANY 


HOTEL/GOLF CLUB 
HOLLYWOOD/ FLORIDA 


New York Office: MU 8-6667 
Chicago Office: SU 7-1563 


TYLER, Vice President 


Seats 7,000; two floors with 45,000 sq. ft. 
space; banquet facilities; large stage; 3 smaller 
meeting rooms; central downtown location. 
Lincoln is easily accessible by train, plane, bus, 
truck, car. Hotel, motel accommodations for 
3,000. Many cultural, athletic interests. 
For complete details, write: 
Convention Manager 
Lincoln Chamber of Commerce 
LINCOLN, NEBRASKA 


WHERE will you get more done? 


WHILE you have more tun? 


NASSAU 


AND THE BAHAMAS 


You accomplish more onthe agen- The Bahamas are near by plane or 
da because you relax so enjoyably — ship...and no passports are needed 
during the hours in-between! for American or Canadian citizens. 


kor complete information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 
MIAMI CHICAGO NEW YORK DALLAS 
1633-34 duPont Bldg. 1230 Palmolive Bldg. 307 British Empire Bldg. Adolphus Hotel Arcade (1406) 
TORONTO: 707 Victory Bldg. 


- 2 (fA *. 
PAYS ay. 


In New Orleans — 
America’s Most Interesting 
your convention business 
is a pleasure at the 


ROOSEVELT © 


100% AIR-CONDITIONED THE YEAR ‘ROUND 


>. 4 14 comfortable meeting rooms, seating 25 to 2,250 
persons 

a The center of business, civic and social activities 
in New Orleans 

7 Home of the famous Blue Room for dining and 
dancing and floor shows 

te Also for your dining convenience The Coffee Shop, 
Fountain Lounge,- Coffee House and Plantation 
Room. 


SEYMOUR WEISS 
President and Managing Director 


A. C. BELLANDE 
Manager 


JBISTINGUISHED 
€ONVENIENT 
ATTENTIVE 


2 


A tradition of distinguished 
service to the discriminating. 
Convenient to New York and 
Philadelphia. 

Attentive to your every wish. 


Complete facilities for groups to 
400 during June and ber. 


Essex & Sussex 
Spring Lake Beach, N. J. 
For full information write or phone: 
F. F. Schock, Sales Mgr. Gibson 9-7000 


A WHOLE CONVENTION TOWN 
for 50 to 800 under one roof 


EASY TO PLAN 
Resident Convention Manager 
Seried Assembly Rooms 
Public Address Systems 
Committee Rooms 
Banquet Hall—Ballroom 
Exhibit Areas 
Roof Garden Suite 
Private Reception Suites 
Spacious Bedrooms 
24-hour Room Service 
Barber Shop * Health Baths 


FUN FOR WIVES 
Special Programs 
Luncheon Parties 
Card Parties 
Fashion Shows 
Couturier Shops 
Sundecks * Buffets 
Lobby Concerts 
Beauty Salon 
Luxury Service 
Nightly Dancing 


Write for free Convention Organizing 
Folios—Coordinating folio for General 
Chairman—separate folio to guide 
each special chairman 


HOTEL DENNIS 


Boardwalk at Michigan Avenue 
Atlantic City 
ATlantic City 4-8111 
John Leishman, 
Convention Mgr. 
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the same with the rest of the solutions 
—again evaluating each one against 
the list of facts and factors. After all 
suggested solutions have been meas- 
ured against this yardstick, the group 
is ready for step No. 6. 


6. Select solution. By this time it 
is likely that most proposed solutions 
will have been weeded out because 
they do not meet requirements for 
facts and factors listed. It should now 
be possible to agree on a solution that 
the group finds workable and realistic. 

It becomes obvious now why a real 
conference works to solve marketing 
problems or any other kind of sales 
situation. When a sales manager calls 
salesmen in for a meeting and 
harangues them with “Sales are down. 
You boys have got to get out and sell 
more” — or if he even outlines how they 
are to proceed, in most cases the 


reaction is for them to walk outside, 
go to the nearest coffee shop and 
sympathize with each other. You hear 
such comments as: “That's ivory 
tower thinking. I wish he knew my 
customers.” _, 

But when a group of salesmen, in 
their own good judgment, decide that 
with this solution and under these 
conditions they can accomplish such- 
and-such results, you can depend on 


it. They will accomplish them. Just | 


get them to say, “Boss, we can lick 
this problem this way,” and they 


themselves are on the x ay with their | 


solution. They must make it work. 


> This brings us back to the philoso- 


phy: If we build on the strengths for | 
which the men were hired, hidden | 
brain power will emerge and develop. | 


What more valuable asset can you 
have in your salesmen? # 


Reprints of Popular Articles 


While supplies last, you may order the following reprints from 
Readers’ Service Dept., Sales Meetings, 1212 Chestnut St., Philadelphia 
7, Pa. Send remittance with your order. 


HOW TO HANDLE “SQUARES” AT ROUND-TABLE DISCUSSIONS— 


Paul Roberts 


Nothing encourages constructive thinking like a round-table 


discussion. 


ROLE-PLAYING: DO-IT-YOURSELF TECHNIQUE—Richard Beckhard 
“Ad Lib” Script is Multi-Purpose Tool for Training Meeting 


OBSESSION WITH NEW TECHNIQUES DESTROYS MEETING EFFEC- 


TIVENESS—Hugh A. Gyllenhaal 


Here’s a problem-solving guide to help you plan sounder confer- 


FOR THE MODERN MEETING PLANER; GUIDE TO STYLES, GROUPS 


METHODS—Hugh Gyllenhaal 


HOW CAN SO MANY GOOD COMPANIES DO SO POORLY—Ed Greif 
Odds are 50 to one that your company misses the boat on most 
public relations opportunities at shows. Few tap the potential in 
publicity. Here’s how to improve your odds. 


BOOTH PERSONNEL POURING YOUR MONEY DOWN THE DRAIN? 


—John D. Fosdick 


Check of salesmen who manned exhibits at National Business 
Show reveals shocking lack of salesmanship. 


HERE’S HOW TO CASH IN ON SALES MEETINGS—William Rados 


WHY AND HOW TO USE CHARTS 


YOUR GROUP LEADERS NEED TRAINING—Edith Whiteld 
There’s a new concept to the role of discussion leaders. 


ARE YOU GUILTY OF “HIJACKING” AN AUDIENCE?—Harry R. White 
How far should a speaker go to plug his company and product at 


an association or club meeting? 


WHAT’S WRONG WITH COMMITTEES (and what you can do about 


it)—Milton J. Wiksell 
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NOW! 
wv different 
COMUVUTON yor 


High in The Great Smokies — 


ages 
ah oe * 


FONTANA 
VILLAGE 


WORTH CAROLINA 


Two miles from Fontana Dam and 
30-mile lake 


Wouldn’t it be refreshing to try a 
new, all new convention spot? Be- 
fore you plan that next meeting (or 
that next sales trip prize) consider 
this completely modern resort town 
in the southern edge of the Great 
Smoky Mts. Nat’l Park. 


Lodge, Cottages, Convention 
Halls 


Beautifully appointed 56-room 
lodge, 300 cottages, convention halls 
that seat from 50 to 750, banquet 
space, excellent food services, up-to- 
the-minute business district. Sunny 
days and blanket nights, world- 
famous fishing, large heated swim- 
ming pool, horseback riding . . . 
more things to see and do than 
there’s time. At your service, ex- 
pert convention director. 


Easy To Reach 


Every meeting at Fontana Village 
starts with a beautiful, scenic drive 
over wide, paved highways, through 
the mountain-lake country of West- 
ern North Carolina. Train and plane 
guests met at Knoxville, Tenn. 


Very Reasonable Rates 


Rates are surprisingly reasonable. 
Make a real hit with your next con- 
vention in a wonderful, different 
atmosphere. Send coupon today for 
literature and complete details. 


Reservation Manager, Dept. SM 
FONTANA VILLAGE, N. C. 
Please send complete convention in- 
formation. 


Name Title 


Company 


Street —__________ City 


@ 
™N 


Attraction.. 
but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 + 3,000 
Volume Reference Library ° 
Play Room, Television, Radio 
and Dancing + Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim. 
ming in Olympic-size pool ° 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1959 
TO 1964. 


Yor infermation write or call 
Howard F. Dugan, Inc. 
National Sales Representatives 
230 Park Avenuc, New York 17 
MUrray Hill 4-0004 
er 
Lerettsa BE. Ziegler, Convention Manager 
Cligferd BR. Cillam, Ceneral Manager 


ay iro 
bs ae 


BOOTHS on exhibit barge will have utilities available and will be protected. 


Pittsburgh's Party Includes 
River Barge “Exhibit Halls’ 


UNIQUE FEATURE of Pittsburgh’s 
bi-centennial celebration will be a 
group of river barge “exhibit halls.” 
Barges, anchored along the waterfront 
at city’s famed Point State Park, will 
house both institutional and product 
displays. 

Flagship of the barge fleet will be 
‘The Sprague”—largest river boat ever 
built to travel inland waterways. 
Sprague is slated to have exhibit areas, 
plus dining room and theater. Admis- 
sion will be free. 

Exhibits will have a ready-made 
audience of 350,000 when it opens 
May 9. On May 8, Armed Forces will 
stage a “spectacular display,” first ever 
staged in such proximity to a large 
city. Next day an Armed Forces Day 
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parade will be held with participation 
slated for Canadian troops. Most of 
the parade spectators are expected to 
attend the exhibit opening. Exhibits 
will be open seven days a week, from 
10 a.m. to 10 p.m. Show will run 
through Sept. 12. 

“Interest in exhibiting on the barges 
has been tremendous,” reports Ed 
deLuca, vice-president, sales, Gardner 
Displays, Pittsburgh, official show 
manager. “It will undoubtedly be one 
of the most unique and spectacular 
shows ever to take place in a metro- 
politan city. Many firms from other 
cities are taking this opportunity to 
pay their respects to ‘Steel City’ and 
its industries.” 

Barge exhibit areas are set to pro- 
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The 40th Annual National 
Restaurant Association Convention 
and Exposition at Chicago’s 

Navy Pier, May lith-15th, 1959 


® 
The SHOW IN PRINT Issue 

for the thousands who get to the 
show and the thousands who can’t 


A ‘‘WHAT'S AT THE CONVENTION’’ ISSUE 


The May Convention Issue will wrap up the story of new developments in equipment, in food, 
and in supplies . . . and present all the main convention exhibits in a dramatic “show-in-print.” 


This means that, if you're exhibiting at the Convention, the main feature of your exhibit will be 
WE'RE AT part of a whopping big guide that show-goers will be using as a reference . . . and will take 
BOOTH D25 home to study again. 
. SEE YOU it means that other thousands who can’t get to Chicago will be studying it, too. And it means 
AT THE SHOW that the May Convention Issue is the place to advertise your whole line-up . . . whether you're 
, exhibiting in Chicago or not . . . to sell 50,000 counter, fast food and fountain restaurants. _ 


THE MAY NRA CONVENTION ISSUE CLOSES APRIL 5th 


RESERVE SPACE NOW! 


& Bret BROTHERS PUBLICATION 


Editorial and Executive Offices 
630 Third Avenue New York 17, N. Y. YUkon 6-4800 


Mid-Western Office: 333 N. Michigan Ave., Chicago 1, Ill., State 2-1266 
Pacific Coast Representative 
The Richard Railton Co., Monadnock Bidg., San Francisco 5, Calif., Sutter 1-1060 
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WHEN 
CONVENTIONS 
COME 
MARCHING 
OUR 
WAY 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
. ». superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
. -. 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


. . » guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
Joseph E. Kosakowski, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


vide canvas protection for displays. 
Power and guard service are included 
in the exhibit mage 94 Exhibitors 
must buy space for the entire four 
month period. 

“Gateway Festival” area in the park 
will be the bi-centennial welcome spot 
for summer visitors from May 16 
through Sept. 15. er designed 
gardens will include an outline of Fort 
Duquesne in rugosa roses, competitive 
pe presented by regional garden 
clubs, entrances and walkways lined 
with flags of the free world and Point 
Promenade. 

Refreshment areas and a special 
Garden Mart will be set up in the 
prize gardens area. Main feature of 
the festival will be a musical drama, 


“Golden Crucible,” ong the city’s 
200 year history through the eyes of 
a millworker. Play will be staged 
aboard a river barge off the tip of 
the Point before a 2,500-seat amphi- 
theater. Show will appear Monday 
through Saturday nights from June 27 
until September. 

Religious program planned will 
offer vesper services each Sunday at 
5 p.m., rotated by faith and denomi- 
nations, beginning June 7. 

Host of bi-centennial activities is 
expected to attract large number of 
conventions to the Steel City. Pitts- 
burgh Convention Bureau reports that 
more than 185 conventions have al- 
ready been booked for the year. 

+ 


Good Tips for All Exhibitors 


NOT CONTENT with 


just signing exhibitors for its annual show, 


National Automobile Dealers Assn. tells them how to make the exhibit 


pay off. 


Every exhibitor slated for the NADA Equipment Exhibition in Chicago, 
Jan. 31-Feb. 4, received a booklet, “Help Yourself Get Better Results 
from the NADA Equipment Exhibition.” Booklet outlines what NADA 
visitors expect from an exhibit and offers tips on exhibit content and 


booth personnel. 


These should be of value to any trade show exhibitor: 


1. Remember primary purpose of exhibit is to display your products 
and services to audience of preferred prospects and buyers. 


2. They want to see “what's new.” Highlight new items and new 
uses for old products. If you don’t have a new product, feature something 
new your old product will do or spotlight new performance data. 


3. Design your booth for action! 


4. Remember, first rule for stopping people is to promise a benefit. 


5. Don’t try to feature all models and sizes you manufacture. 


6. Register identity at first glance. Visitors won't linger long to guess 


what it’s all about. 


7. Anticipate questions visitors will ask about your product or service. 
Sure, have brochures handy. But, be sure those manning your booth have 
the answers on use of your equipment, emphasizing in all answers, the 


profitable use of that equipment. 


8. Come up with fresh, new booth layouts to greatest degree possible 
—so buyers won’t think they've stopped there before. 


9. Be sure your booth personnel know what you’re trying to emphasize 


in the show. 
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SUCCESSFUL 
CONVENTION a 


ave a 


HILTON 
HABIT 


There is nothing finer in the world of convention 
facilities than those you will find in Hilton Hotels. 


For complete information on accommodations, 
contact Sales Manager of any Hilton Hotel, or 


Richard L. Collison, Assistant Vice President 
and General Sales Manager, Hilton Hotels, 
Palmer House, Chicago 90. 


RESERVATION OFFICES 
New York: 401 Seventh Ave.—Tel. LO 3-6900 
CuicaGo: Palmer House — Tel. FlInancial 6-2772 
PITTSBURGH: Gateway Center — Tel. COurt 1-5600 
SAN Francisco: 100 Bush St. — Tel. YUkon 6-0576 
MiaMI: Dupont Plaza Center — Tel. FR 9-3427 
TORONTO: 121 Richmond St., W.—Tel. EM 2-3771 
Lonpon: 17-19 Cockspur St., S.W.1. Tel. WH 2150 
BERLIN: 47 Budapester Strasse W30—Tel. 91-61-31 


Hilton Hotels Under Construction in West 
Berlin, Cairo and Pittsburgh 


Conrad N. Hilton, President 


Executive Offices * The Conrad Hilton + Chicago 5, Ill. 


PANAMA 
THE 


Zyl Z Cyl: Cie 
“Mame Ae 


Seas OHIO 


C Staller filer 


SENEW YORK ° BUFFALO 
N 
WASHINGTON, d.Cc ioe 
HARTFORD * CLEVE! i 
pETROIT ST. ere 
Los ANGELES ° DAL 


Map “Wnt VE 
LLL 


HOUSTON, TEXAS 


€ Slcihotend ae flo 


0 CINCINNATI, OHIO 


gy ort WORTH wa 


“Opening Doors.” 


OPEN PROP disclosed a screen for viewing. Three-man panel is composed of local men. 


INA Stages 141 Meetings in 10 Days 


Insurance agents in 133 cities get the same story although each 
meeting is conducted by local service office personnel. Three 


motion pictures and two filmstrips are basic core of presentation. 


YOUR TELLING the same story the nent without aid of national radio or Insurance Company of North Amer- 
same way at virtually the same time __ television hook-ups is no easy trick. ica Companies, Philadelphia, one of 
to an audience spread across a conti- But it can be done. the oldest and largest insurance groups 
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IT’S THE WISE GAVEL... 
that hits the board, 


that stands on the lectern, 


which faces the crowds, that attend the speaker, 


who can be seen on closed TV 
in thirty rooms, both large and small, 
which create the nation’s largest space* 
available in portion or package 
to mammoth convention or intimate group... 
but is yet just a part 
of the Wonderworld called 


ericana 


THE HOTEL OF THE AMERICAS 


* 


* 135,000 square feet. 


> P r 
sli cS om 
OR'ID, 


nied cru 


é... HOTEL + CHARLES CRADDOCK, Gen. Mgr. + OCEANFRONT, 96th TO 98th STREETS + BAL HARBOUR, MIAMI BEACH, FL 
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in the country, recently pulled it off 
when it got out the announcement of 
its new pay-by-the-month insurance 
plan to its thousands of agents from 
Main to California. 

As the final polish was being ap- 
plied to the monthly pay plan, dubbed 
INAmatic, INA’s sales and advertising 
staffs mulled over ways to present the 
plan effectively to its sales force. 

Speed was essential. INAmatic 
would be ready for the public Sept. 
22. INA wanted to present it to 
agents before they set off for New 
Orleans to attend the National Asso- 


ciation of Insurance Agents conven- 
tion, Oct. 5-8. 

In the past, home office executives 
had sometimes toured the company’s 
50 U.S. service offices to stage re- 
gional sales presentations. But this 
tied up personnel on long road trips. 
Worse, it meant spreading meetings 
over several weeks. 

INA strongly favored local service 
office participation to spread the word 
on INAmatic. On the other hand, it 
felt that the INAmatic story, for maxi- 
mum impact, must be told the same 
way each time. 


This time... Meet amidst splendor 


IN PICTURESQUE SANTA FE 


Meet at the center of the “most interest- 
ing hundred mile square in America’’ and 
enjoy the matchless accommodations of 
one of the world’s most charming hotels. 


La Fonda provides a unique background 


: 


PPURNACE CREEK Yee 
INN - 


for memorable meetings. Meeting rooms, 
banquet facilities, ideal year ’round cli- 
mate. Available for meetings of up to 300 
from after Labor Day to June 30, for 


smaller conferences year ‘round. 


IN DRAMATIC DEATH VALLEY 


Meet in the midst of scenic wonders—in 
an atmosphere both relaxed and luxuri- 
ous. Unsurpassed recreational facilities, 
including swimming pool, tennis courts, 


nine-hole golf course, horseback riding 


and sightseeing trips. Furnace Creek Inn 
can accommodate groups up to 175 dur- 
ing November, December and January, 
November 1 to 


Smaller conferences 


May l. 


DISTINGUISHED ACCOMMODATIONS AMID SCENIC SPLENDOR 


La Fonda, Santa Fe, N. M. Accommoda- 
tions for groups up to 300 after Labor Day to 
June 30. Write Manager, W. W. Wallace 
Phone: 3-5511, Teletype: SANTA FE, N.M 
5861 

Alvarado Hotel, Albuquerque, N. M. Ac 
commodations for groups up to 150 all year 
Write Manager, Raymond W. Williams. 
Phone: 3-5571, Teletype: AQ 62 

Furnace Creek Inn, Death Valley Na- 
tional Monument, California. Accom 
modations for groups up to 175 November 1 
to May 1. Write Manager, Fred W. Witteborg, 
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or Fred Harvey Reservations Office, 530 W 
6th Street, Los Angeles 14, California. 
Phone: MAdison 7-8048, Teletype: LA 1465. 


El Tovar Hotel, Bright Angel Lodge, 
Grand Canyon National Park, Arizona. 
Accommodations for groups up to 200 
October 1 to April 30. Write Manager, 
Fred W. Witteborg. Phone: Grand Canyon 
40, Teletype: GRAND CANYON 3661. 


Or Contact: Monte S. Gordon, Fred Harvey, 
530 W. 6th Street, Los Angeles, Calif. Phone: 
MAdison 7-8048, Teletype: LA 1465. 
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Finally, a two-hour film presenta- 
tion was decided upon, using both 
motion picture and slide films. Graphic 
and easy to grasp, films also would 
lend themselves to “packaging,” per- 
mitting identical “package” presenta- 
tions to be shipped to each INA serv- 
ice office for showing to agents its 
area. It would permit simultaneous 
meetings across the country, conducted 
by local sales people, but would in- 
sure that the same message was get- 
ting across at each meeting. 

INA chose “Opening Doors” as 
theme for its presentation because 
easy monthly payments literally do 
open doors to new insurance sales 
opportunities. 

Purpose of the resulting film “pack- 
age” was twofold: To introduce INA- 
matic to agents, and to explain bene- 
fits to them, both for themselves and 
their customers. 


> To hold agents’ interest, variety 
and change of pace were needed in 
the presentation, and these were as- 
sured by use of two motion picture 
films, three filmstrips (two with sound 
and one narrated “live”). Films were 
interspersed with “live” question and 
answer panels at which agents could 


Looking for a location 
that’s unique? 


Here’s is a Magnificent Tropical 
Island Paradise ! 


Just 18 minutes from the heart of Miami. 
Delightful seclusion without remoteness. 
Unexcelled services... cordial hospitality. 
Air-conditioned. Diversified facilities. 
Picturesque, sporty, 9-hole Pitch ’n Putt 
Golf Course overlooking the Atlantic 
Ocean . .. described by Golfdom Magazine 
as one of the world’s finest. Miles of 
secluded, beautiful, white sand beach. 
4 Championship Tennis Courts 3 
Shuffleboard. 2 Fresh Water Swimming 
Pools. Telephone or write for complete 
information. 

Alan Bland, Director of Sales 

Bob Neale, Managing Director 
@ Complete with everything necessary for 
Successful... Happy... Group Functions 


the KEY BISCAYNE 


Hotel and Villas 


301 OCEAN DRIVE © KEY BISCAYNE © MIAMI 49, FLORIDA 


Telephone EMerson 1-5431 
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toss their queries at company execu- 
tives. 

Also included in the package were 
invitations, programs, backdrops (aug- 
menting “Opening Doors” theme), 
agents’ sales kits, and a meeting 
guide. The latter, a 60-page pamphlet, 
gave service office managers detailed 
instructions on how to conduct pres- 
entations, erect backdrops, and oper- 
ate projectors (rented locally). 

All props and materials were shipped 
via air on Friday to arrive on Monday 
anywhere in the country. For short 
distances, the meeting package went 
by truck. Most meetings were slated 
for the following Monday. This gave 
local service office personnel a full 
week to rehearse with actual props. 

Local managers rented hotel and 
meeting room facilities as well as 
projectors. Some meetings included 
luncheons and cocktails. Embellish- 
ments were at the discretion of local 
offices. Costs for space rentals, pro- 
jectors, luncheons and photographers 
came out of local budgets. Basic 
meeting package was a home-office 
budget item. 

Local offices were not green in 
meeting procedures. In May, a two- 
man team from the home office had 
covered the country to train one man 


NOTHING LIKE 


ANYWHERE 


America's finest and most 
modern summer resort hotei 


One hour from Manhattan 
One mile of private beach 


World famous championship 18 
hole golf course 


Six fast clay tennis courts 


Huge indoor and outdoor swim- 
ming pools 


Magnificent meeting rooms 
with push button sliding roof 
and sliding stage 


Luxurious accommodations for 


600 persons 


For Complete Information 


Address 


MAURICE PFURSICH 
SALES MANAGER 


THE LIDO, LIDO BEACH 
LONG ISLAND, N. Y. 

PHONE N.Y.C. REGENT 4-9000 

JANUARY 


16, 1959 


in each service office in basic meeting 
techniques. With a “specialist” in each 
office, local managers could prepare 
for meetings efficiently. 

On Sept. 22, first INAmatic presen- 
tations got under way. Service offices 
called their agents together in hotels, 
country clubs, and assembly halls in 
cities across the country. 

Within 10 days, 141 separate meet- 
ings had been held in 133 cities, to 
bring the INAmatic story to more 
than 6,000 INA agents. Some service 
offices scheduled as many as eight 
meetings to reach a maximum num- 
ber of agents. 


At meetings, kits of [NAmatic sales 
aids were distributed to agents. These 
contained direct mail pieces, posters, 
suggested sales letters, newspaper ad 
mats, scripts for radio and TV spot 
commercials, color reprints of INA 
national magazine advertising, and 
INAmatic agreement forms and in- 
struction manuals. 


> INA followed up meetings with a 
mass mailing of INAmatic sales kits 
to all agents, and INA fieldmen made 
personal calls on all agents who were 
unable to attend an INAmatic meet- 
ing. @ 


SURPRISE IN CHICAGO 


You should know these surprising facts 


about Chicago’s incomparable Drake Hotel 


before you schedule your next 


meeting—large or small... 


4. While The Drake is one of 
America’s most distinguished 
hostelries, it doesn’t cost one 
cent more than other leading 
hotels to headquarter your 
meeting here. 

. The Drake is “alive.” Meet- 
ings go like clockwork and 
everyone enjoys the warm, 
hospitable service in a set- 
ting of luxuriant comfort. 


Now $8,000,000 new! No hotel 
in the midwest can match The 
Drake for unsurpassed conveni- 
ence, location, facilities. 4 major 
meeting roams accommodating 
up to 800, plus 16 committee 
rooms for functions of 12 to 300. 
700 guest rooms. 100% air con- 
ditioned. May we tell you more? 


Phone or write for brochure. 


HOTEL 


G. E. R. FLYNN, ¢ 
Vice President —Sales Bi @ TA <e 
H. B. RICHARDSON, —_ 


Convention Manager 


LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE 
SUPERIOR 7-2200 * TELETYPE NO. CG1586 


GIANT SYRINGE injects “wonder drug” into tubes leading to the brain in this prize winner. 


What Happens When 


Designers Go Blue Sky ? 


Exhibit Producers & Designers Assn. stages contest for exhibit de- 


signers to test creativeness of U. S. display men. Results show 


U. S. can match originality in exhibits that has been claimed for 


foreign designers. Contestants had two months for designing. 


HOW CREATIVE are American ex- 
hibit designers? Do they really fall 
short of European designers when 
they are on equal terms? 

Exhibit Producers & Designers 
Assn. just completed a contest to 
stimulate originality among designers 
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in member display building com- 
panies. Designs were judged on mer- 
chandising effectiveness and original- 
ity. 

Three divisions were opened for 
entries in the contest. In one division, 
designers were told to develop an 
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exhibit to merchandise a power motor 
of the future or a fabric of the future. 
Features of this motor include wire- 
less and waterproof construction as 
well as nonheating qualities. Fabric 
of the future had to be exhibited to 
show these features: thermo control, 
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FIRST DIVISION winner designed an island display with an eye-level cutaway of an atomic 


radiation proof and ultra short-wave 
cleaning. While designers could go 
up to 18 ft., exhibit had to fit into a 
10 ft. by 10 ft. booth that uses entire 
cubic content. 


JANUARY 16, 1959 


Second division in the contest posed 
this problem: Merchandise a drug or 
medicine of the future, or merchan- 
dise a food of the future. In this 10 
ft. by 30 ft. booth with a height of 


motor. 


18 ft., designers had to give impact 
to these product features: For the 
drug, they had to tell the story of 
radically increased speed of healing 
and replacement of injured cells with 
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OVAL-SHAPED exhibit to avoid traffic congestion in the aisles is a big feature of this winner. 


counteraction against physical or 
mental shock. If designers selected a 
‘new food to market, they had to fea- 
ture foods in candy-bar size and com- 
plete meals in several bars. Food had 
to be appetizing, nutritionally com- 
plete, emotionally satisfying, irradiated 
against spoilage and packed with a 
heating or chilling factor. 


> For designers with completely un- 
inhibited imaginations, the third divi- 
sion of entries had no restrictions on 
size or dimensions. Designers could 
choose to merchandise an automation 
engineering service or passenger rock- 
ets. Features to be covered in the en- 
gineering service included use of me- 
chanical vision and electro-analysis 
for high-speed production of exact 
replicas of a master model. Passenger 
rockets had to tell the story of speed; 
quiet, smooth take-off; smooth land- 
ing and safety. 

First place winner in the first divi- 
sion was David Maxwell, The Dis- 
players, Inc., New York City. His 
design, for an island exhibit, features 
a new direct atomic motor. Exhibit 
shows a cut-away, illuminated and 
operating, simulated motor at eye- 
level. A concealed transistorized low- 
level speaker system explains the 
operation to visitors. A series of re- 
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volving neon rings, to symbolize an 
atomic reaction, rises from the motor 
shaft and ends in a flashing disc above. 
Atop this disc is a large revolving 
metal sphere pierced with pin-point 
flashes of light to indicate the hidden 
internal source of power in the atom. 
At eye-level, on both sides of this 
winning display, are giant “clip 
boards” facing the aisles. These hold 
illuminated and activated charts and 
graphs to give facts, figures and data 
on capabilities and potentials of the 
new motor. Last side has information 
on suggested uses of the motor. 
Problem of marketing a new mira- 
cle drug was handled successfully by 
Jose Ramon Jimenez, The Displayers, 
Inc. He won first prize in the second 
division of the contest with his ex- 
hibit for “Curacell.”. To show Cura- 
cell as a specific for all psychomatic 
symptoms that both counteract de- 
genative phases of the disease and 
rapidly promote rejuvenation and 
healing of affected cells, Jimenez uses 
a syringe of heroic proportions. The 
giant syringe injects a colored fluid 
(Curacell) intravenously into a plastic 
tube (vein). An angry red and pul- 
sating giant globe, symbolic of the 
disordered nerve center of the brain, 
slows down its pulsations and re- 
turns to a more normal state. This is 
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indicated by a color change as soon 
as the fluid in the tube reaches the 
nerve center. When this happens, the 
cellular network lights up with a 
cheerful glow. Metal structure sup- 
porting this part of the display is a 
stylized form to suggest a human 
head. 

Colored cone-shaped objects in this 
winning exhibit design are illuminated 
and mechanical. Sound activated 
charts give clinical evaluations of the 
new drug. A stairway leads to a bal- 
cony where doctors get literature, 
samples or further information about 
the drug. 


> “Travel by Rocket” is the theme of 
the first-prize winner in the third di- 
vision of the contest for exhibit de- 
signers. Designed by Douglas Barton, 
Design Built Studios, New York City, 
this exhibit is oval shaped to avert 
traffic congestion in aisles. Visitor is 
received at the entrance by a rocket 
line hostess and is given a facsimile 
of a rocket trip ticket, itinerary and 
timetable. 

In section one are electronic im- 
pulsed screens to show advantages of 
flight by rocket, speed safety devices 
and air evacuation mechanisms for 
emergency. 

All display panels are electronic im- 
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FAMOUS LAST WORDS (No. 5) 


"THERES PLENTY OF TIME 
BEFORE THE SHOW" 


oo Wehweag 


Trade Show dates have a way of sneaking up on you 


Many last minute “scrambles” could be avoided by 
early contact with your exhibit builder—the sooner 
you secure his counsel the better service he can provide. 


But planning exhibits in advance, though desirable, 
is not always possible. 

Marketing factors, new product developments and 
other reasons for last minute decisions, may delay 
production until shortly before show time. Under these 
conditions, you need the services of an exhibit builder 
who can work efficiently under pressure and even do 


the ‘‘near’’ impossible, when necessary. 
GRS&wW is such an exhibit builder. 


Our stock in trade is the ability to grasp any new 
exhibit problem quickly—and come up with an answer 
that is imaginative, appropriate, realistic, effective! So 
if you find yourself in a “tight” situation, call us. 
We’ve never missed a show date! 

Our services are complete—from original planning 
through designing, building, installing, removing, stor- 
ing and re-shipping of your display properties. 


OIL SHOW EXHIBITORS_zi2 you know, that GRS&W has opened a branch plant in Tulsa, Oklahoma to provide on-site exhibit 


fabrication and erection facilities for customers participation in the 1959 Oil Show. 


For information, Telephone Emerson 2-1400 (Pittsburgh) or Riverside 7-1990 (Tulsa). 


Co OF SS 8&8. WV Sieve.” 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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ce 


Do you have an idea that 
might fit into our operation? 


Expansion is on our mind . . . the “urge to merge” is in the air... 
our unusual tools and skills are not being fully used. 


WE KNOW NEW YORK 


We own and manage the successful, annual ADVERTISING ESSEN- 
TIALS and NATIONAL SALES AIDS SHOWS. Twelve show average 
registration of 9,655 executives. Next Show to be held March 30, 31 & 
April Ist, 1959 at the Biltmore Hotel in New York City. (Write us for 
possible space availabilities or Guest Tickets.) 


“ We publish a well-known, hard-cover, annual Directory listing the 

names and titles of sales, advertising, promotion, etc., Executives of 
most all major New York area firms and advertising agencies—about 
11,000 individuals. We also maintain these names on Elliott addressing 
stencils . . . changes made daily . . . classified and rentable for pin- 
point mailings at $20 per M. (Our 1959 Edition now available. $35 
includes year-long supplement service.) 


Contact Thomas B. Noble, President 
ADVERTISING TRADES INSTITUTE, Inc. 
135 E. 39th St., N. Y. C. 16 LE 2-9921 


Member Sales Executives Club, Advertising Club, National Visual Presentation Assoc., Exhibitors’ Advisory Council, Exposition Management Assoc. 


Where So Near Can 
Your Convention 
Enjoy So Much? 


More and more groups are booking at this 
easy-to-reach resort hotel, centrally located 
at the Virginia seashore, because it not only 
offers top notch fireproof and 100% air- 
conditioned convention facilities for groups 
of 50 to 500 but a wide diversity of recre- 
ational pleasures. 


2 Championship golf courses 

2 Outdoor Pools * Indoor Pool 
Beach Club with Top Orchestra 
Yacht Club with Water Sports 
Hunt Room with Entertainer 
Tennis * Fishing * Sightseeing 


Write For Convention Brochure and 
Full Incentive Plan Rates 


Sidney Banks, President 
Gordon Shoemaker, Managing Director 


VIRGINIA BEACH, VIRGINIA 
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pulsed video screens, patterns, pic- 
tures and copy for which is recorded 
into a master console to be turned on 
and off, corrected, or erased in a mat- 
ter of seconds. Electronic impulsed 
screens’ may therefore be re-used in- 
definitely in any desirable arrange- 
ment. All three-dimensional models 
are suspended within an electro mag- 
netic field and therefore have no visi- 
ble means of support. 

The visitor is ushered from section 
one into an actual interior of a rocket 
fuselage which is displayed on an 
area of stratosphere blue. Therein he 
may feel the comforts and experience 
a condensed two- or three-minute ver- 
sion of a flight from possibly New 
York to San Francisco or London by 
means of a motion scenic on the inner 
surface of the outer shell of section 
two and an audio reproduction of any 
such sound as may be peculiar to the 
interior of the rocket ship. 

Upon leaving the rocket ship, the 
visitor may see the pilot compartment 
with pilot seats suspended on a cat- 
walk so that the pilots may see down, 
up, forward and to the sides through 
the transparent nose of the fuselage 
in which they are suspended—a safety 
factor to impress a possible passenger. 

The visitor is then entertained in 
the theater. In this structure sound is 
controlled. Only people within the 
area may hear the presentation — an 
electronically impulsed video picture 
of a trip to another planet or universe, 
much as one would see a brief movie 
of a trip to Florida or South America 
by an airline promoting travel on its 
route todav. During the showing, the 
audience is enclosed within this struc- 
ture by a veil of light. 

After leaving the theater, the visi- 
tor is served a refreshment capsule 
(or the fashionable beverage of the 
day) by hostesses of whom they may 
ask questions while they inspect a 
display of what to take, how to dress 
for comfort aboard your rocket flight 
and in essence, “Next time—go rocket.” 

Stresses within this structure, such 
as spans, do not present a problem 
such as they do today, inasmuch as 


MEETING 
PLANNERS 
HANDBOOK 


Handy, pocket-size booklet contains reprints 
of some of the most popular articles on 
meeting planning that have appeared in 
Sales Meetings. 


32 pages—more than 14 articles 
Send 50 cents in coin to: 
Readers’ Service Dept. 


SALES MEETINGS 
1212 Chestnut St., Phila. 7, Pa. 
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materials will be, by then, of far 
greater rigidity in proportion to their 
lightness. Floor of the exhibit is of a 
self-cleaning material which cushions 
the tread and tends to ease the viewer 
rather than tire him. All seating fur- 
niture within the exhibit is of a cellu- 
lar plastic substance which conforms 
readily to body contour but has suffi- 
cient will of its own to remain rigid. 


> All entries in this contest were sub- 
mitted unidentified for judging. Mem- 
bers of Exhibit Producers & Design- 
ers Assn. voted on entries at their 
convention last month at the Fon- 


tainebleau, Miami Beach. 

Designers were given two months 
to acide their imaginative render- 
ings. Results showed that given free- 
dom of areas and “budgets,” Ameri- 
can designers can match anything 
now produced abroad. 

For years it has been said that 
European display men create more 
original designs for exhibits. Our de- 
signers, restricted by show rules and 
small budgets by European standards, 
seldom could show their full poten- 
tials. This contest was a major step 
to disprove foreign design superiority. 


Everything is 
NEW 
in Detroit... 


specially for you and your meetings 


In the ‘summer of ’60 Detroit’s new Cobo Hall will make its bow 
as an impressive showcase for companies such as yours. A year 
later the magnificent Convention Arena will begin hosting your 
festivities. New hotels and motels are already reflecting the luster 


of Detroit’s newness. 


But the newness of Detroit is more than skin deep now that we 
offer our newest service . . . a service that consists of newness itself. 
When your company goes on display it can perform in style by 
having all new booths and accessories. Our complete new inventory 
of draperies, carpeting and furnishings will give your display the 


setting it deserves. 


ALL NEW 
adjustable. 


ALL NEW 


Tubular steel booth frames—safe, sturdy and easily 


Luxurious draperies and carpets in the shades and 


textures that good taste demands. 


ALL NEW 
ALL NEW 


So, pull this page and drop it in your file labeled “ con- 
ventions.’’ Or better yet, drop us a note now and get the } 
full story of our convention services and our tasteful, f 


budget-hugging display work. 


I|s p|claly 


Bright, comfortable molded glass fiber chairs. 


Tables, ash trays, lamps and other accessories. 


UChe 
9? So 


mE 
ee 


Focunw® 


XH) I |B] 1 || company 


1014 Lynn, Detroit 11, Michigan 


Telephone TUlsa 3-0602 


Designers and Manufacturers of Displays, Animations, Training 
Devices, Exhibition Buildings and Sales Presentations 


TOMORROW'S HOTEL TODAY! 


CHICAGO'S NEW 


\ 
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Now, a new ultra-modern 40-story 
skyscraper ideally located on the 
edge of Chicago's famous loop— 
only minutes from the city’s most 
visited landmarks and activities. 

Executive House introduces many 
innovations that add new dimen- 
sions to luxury hotel living. 

@ PRIVATE OUTDOOR TERRACES 

@® ROOM-CONT ROLLED AIR-CONDITIONING 

*® DIALING OUTSIDE FROM ROOM PHONES 

® BAR-ETTES IN EACH ROOM 

® TELEVISION AND HI-FI RADIO 

® DRIVE-IN GARAGE 
Never before have hotel studio 
rooms and suites had such inspired 
decor. And you will join America's 
most pampered hotel guests in the 
Executive Dining Room and Bar. 


Write for colorful brochure... 
to get complete information about 
this new concept in hotel living. 


Dept. SM, 71 East Wacker Drive, Chicago 1 
A. M. Quarles, General Manager 
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AUDIO VISUAL CLINIC 


BY ROBERT P. ABRAMS, 
Vice-President, Williams, Brown & Earle, Inc. 


Ed. note: This new column is an attempt to answer some of the 
most interesting questions to reach us on the subject of oral- 
audio-visual aids. Questions are selected for publication on the 
basis of application to most readers. Specialized inquiries will be 
answered by mail. Send questions to: Audio Visual Clinic, Sales 
Meetings, 1212 Chestnut St., Philadelphia 7, Pa. 


Conference Room Needs 


Q. What permanent facilities should we have available in our com- 


pany conference rooms? 


A. It depends upon the size and general use. There should be a 


movable rostrum, projection screen, chalkboard, flip-chart easel, 
flannelboard, projection-table cabinet so that you can conveniently 
store a sound projector and a combination slide/filmstrip projector. 
These items are basic for audio visual presentations. Available, 
but not necessarily stored in the room, you might have an opaque 
projector and an overhead projector. For your speakers you should 
have an electric pointer and some type of signal light to coordinate 
the talk with the projection. Equipment and installation can be 
simple or it can, if conditions permit, be attractively built into walls. 


Q. We were always confused with the differences in beaded screens, 


mat white and silver surfaces. Now we hear about lenticular! Can 
you explain the differences and uses of each? 


A. Glass beaded screen probably is the most widely used type. A 


good glass beaded screen provides 3% times the picture brilliance 
of a mat white screen, but this is only at the projection axis. Since 
this comes from concentration of available light, it follows that 
as the angle of view increases there is a fall-off of illumination. 
If it is necessary to use a wide room, where the angle of view is 
more than 40°, the average viewer will get a brighter picture from 
the mat white surface. 

Silver screens have been in use for many years and have taken 
many forms. Of late they have been primarily for stereo viewing. 
For straight projection it, just as the glass beaded screen, gives 
sharp definition and good clear separation when you view it close 
to the projection axis. 

Lenticular screen is not new, but has been improved greatly 
and has just “come into its own” in popularity. Generally, it is a 
silver-surfaced screen with ridges that act in a similar manner to 
lenses. This optically corrected surface provides for maximum 


(continued on page 105) 


About the columnist: Robert P. Abrams is v-p and general man- 
ager, Williams, Brown & Earle, Inc., Philadelphia. His company is 
one of the oldest scientific instrument and audio-visual aid sup- 
pliers in the nation. Bob Abrams is chairman, Industry and Busi- 
ness Council, National Audio Visual Assn., and a specialist on 
equipment and its applications for meetings. 
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the ideal 
convention | 
location— 
“just a 
step 
to everything!” 


7th Ave. at 31st St. 


A tower of hospitality with 
1,200 guest rooms, centrally 
located opposite Pennsylvania 
Station. Seven beautiful air- 
conditioned function rooms 
serve from 10 to 500, with full 
banquet service. Will make your 
meeting or convention an event 
to remember. 
PHONE: PEnnsylvania 6-3400 
TELETYPE: NY 1-3202 


the 
finest luxury 
hotel — 
overlooking 
- palm-fringed 
Biscayne 


( Biscayne Terrace 


Biscayne Bivd. at 4th St. 


Ideal convention location in the 
Hub (but not the “hubbub’’) of 
downtown Miami— an _ unob- 
structed panorama of beautiful 
Bayfront Park. 6 function 
rooms accommodate from 10 to 
500 convention guests. Full 
banquet service — completely 
air-conditioned. 

PHONE: 


9-3792 


In the 


Heart of 


on fashionable Lindell Boulevard 


Coronado 


3701 Lindell Bivd. at Spring 


Internationally-renowned meet- 
ing place, with four beautiful 
air-conditioned function rooms 
for from 10 to 600 persons. Full 
banquet service. Guests enjoy 
the Midwest’s favorite dining 
and drinking facilities. Conven- 
ient to everything in St. Louis. 
PHONE: J Efferson 3-7700 
TELETYPE: SL-287 


Business is pleasure 
at this world-famous Resort... 


Se 


om 


HOTEL 
only 28 miles from Kansas City 


Perfect convention spot of the 
Middle West, located in the roll- 
ing green Missouri hills. 5 beau- 
tiful air-conditioned function 
rooms accommodate up to 600 
guests. Full banquet service. 
All sports, new swimming pool, 
mineral waters, baths. 
PHONE: MEdford 7-2181 


the great name 
in hotels... 
mellow 
as history... 
modern 
as tomorrow! 


Pfister 


Near Lake Michigan; 
on E. Wisconsin Ave. 


This famous hostelry near the 
shores of Lake Michigan offers 
meeting accommodations for 
from 10 to 2,000 persons, in 17 
versatile function rooms... all 
air-conditioned, with full ban- 
quet service, Central location 
convenient to everything in the 
“Home of the Braves.” 
PHONE: BRoadway 1-6380 
TELETYPE: MI1-206 


HOTEL 


Commander 


Cambridge 
8 function rooms for from 20 to 
200—full banquet service. 
PHONE: KIrkland 7-4800 
TELETYPE: WO-187 


HOTEL 


Beaconsfield 


Brookline 

Ideal meeting and 
ties for from 10 to 
PHONE: ASpinwall 7-6800 


B ancro t 


A wide choice of function rooms 
with full banquet facilities for 
from 10 to 800 persons. 
PHONE: SWift 9-4141 
TELETYPE: W0O-187 


banquet facili 


250 persons 


HOTEL 


TELETYPE: MM-583 


FIELDS CONVENTION HOTELS IN THESE CITIES: New York, Brooklyn, St. Louis, 
Milwaukee, Miami, Brookline, Mass., Cambridge, Mass., Worcester, Mass., 
Excelsior Springs, Mo., Pasadena, Cal., Birmingham, Ala., Baton Rouge, La., 
Cumberland, Md., Omaha, Neb., Columbus, Neb., Lincoin, Neb., Scottsbluff, Neb., 
Clinton, lowa, Council Bluffs, lows, Marshalltown, lowa 


FOR INFORMATION ABOUT ANY OF 28 FIELDS HOTELS, 
PHONE LOngacre 3-4444, OR TELETYPE NY 1-3202 
EXECUTIVE OFFICES: HOTEL GOVERNOR CLINTON, N. Y. 1 


Victor J. Giles, Director of Sales 
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PREMIERE SEASON 


the 
250 rooms + Pool « Private 


7 >y Dr 
(il celond ena, Pg. Let es hele make your next 
wperb Cuisine » Bar sales meeting the best one yet — 


Superb Cuisine + Bar 


, at WORLD-RENOWNED _¥ 


CONVENTION AC Convention Hall and Meeting 
: Rooms seating 10 to 1000 

for * Pleasure, *Accomplishment, and " Banquet facilities for 700 

*Convenience, the BARCELONA Convention 


Cc onvenience 
P*A* C* /s the plan for you! 


Fabulous 40's location—close In the land of Hiawatha on 
to Nightclubs » Shopping Areas a chain of 27 pine-rimme 

Auditorium + Golf Courses eee an incomparable con- 
Race Tracks + Fishing Docks Sian facilities plus golf, 
— indoor pool, health baths, 


MIAMI BEACH + FLORI floor shows. dancing and 


fishing. Open year ‘round. 


COME TO AMERICA'S ONLY INTERNATIONAL PLAYGROUND! 


7 Write or| phone us. 
3 NORTHERNAIRE 
at af. ARN ; i Ps eF Three Lakes, Wisconsin 
FOR BEST-EVER Conventions Phone Three Lakes 481! 


Ail convention activities under one roof * Groups to 800 ¢ American 
Plan ¢ Ample meeting rooms, at no charge e¢ Fabulous Beach and 
Tennis Club © Swim in heated, outdoor pool or ocean * Deep sea 
fishing « Dancing * Championship Golf Course, so closeby! ¢ Racing, 
Jai Alai, Bullfights in nearby Mexico « Everything! 

FAMOUS ALL-YEAR RESORT 

A FEW MINUTES ACROSS THE BAY 

FROM SAN DIEGO 


; ~ 
sti Vj. RY that rivals the best in the world. 
: fur , ; ae NE MORGAN oa 
ia ok Pe 4, er, — SR MANAGER | eae NOW — ONLY ONE HOUR 
; ' - FROM NEW YORK CITY 
| | N D / | a and ‘most anywhere in New 
£ ) ‘e) (a \ IN J Jersey (not much more from 
" Philadelphia! ). One of Amer- 
ica’s most magnificent re- 


sort hotels offers perfect 
rem see setting for 


]) CONVENTION MOTOR HOTEL & RESORT 


H. B. KLINGENSMITH, MANAGING DIRECTOR CORONADO, CALIFORNIA 


GROUPS TO 300 INVITED. Meeting rooms and 
exhibit halls soundproofed, air-conditioned, com- 
HIGHLAND PARK, ILLINOIS plete with stage, audio-visual equipment and : 
_ closed circuit TV. Private bar, dining and ae > ag exs * 
ecutive session 
banquet rooms. of 6, or full-scale 
convention of 600, 
COMPLETELY AIR-CONDITIONED. Restau- you'll find the type of set- 
rant and lounge. TV-radio. Indoor and out- on = ae you f uire, 
seek door pools. Bowling. Summer theatre. Ice = how. Pool, Pernt senate 
AG skating. Golf. Shopping. pe a All sports facili- 
e ties. Fireproof. 400 outside rooms. 
Opens May, 1959. Groups wel- ) i ocaten at Edens Expressway (Rt. 41) exit of OPEN ALL YEAR. 
come at all times. For information: } ji\inois Tollway and Skokie Highway (Rt. 50). 20] | Heme N.Y. WOrth 2-4018 
H C. Amsterdam, Sales Manage minutes to O'Hare International Airport and down- Son r 
900 North Ruth St, Chicago, Minois town Chicago. A Startling New Concept! ™ ae Pak: 
Phone: SUperior 7-4563 000. 
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AUDIO VISUAL CLINIC 


(continued from page 102) 


viewing angle and is least likely to reflect extraneous room light 
where room darkening is a problem. 


Q. Exactly what causes a microphone to “squawk” and how do you 
prevent it? 


A. Squawk is the result of your microphone being too close to the 
amplifier and speaker. It creates a feedback (the squawk). This 
is easily prevented by testing, in advance, and moving your micro- 
phone when the test produces feedback. 


Q. Is there a correct formula to determine what size letters should 
be used on projected visuals? 


A. A quick rule of thumb is that the smallest letter when projected 
on the screen should be 1 inch in height for every 30 feet of 
viewing distance. Avoid using letters or symbols that tend to 
“fill in” or are too ornate to read easily. 


Q. We have some wonderful still shots in black and white and 
would like to include this material in a colorslide presentation. 
Is it improper to mix color with black and white? 


A. Obviously, it is preferable to retain continuity by using all color. 
You can, however, mount your black and white pictures on color 
backgrounds or use a color filter or tint to give the effect of color 
and thus preserve the desired uniformity. 


Q. We are planning an intra-company training program using re- 
cording tapes and color pictures. Would we be better off to use 
slides or strip film? 


A. Both are good. In small quantities slides generally are less ex- 
pensive. As the number of duplicates increases, the filmstrip 
becomes less expensive per unit. 

I feel, however, the slide offers better picture quality-wise. 
It doesn’t tend to sciatch as readily as the filmstrip and permits 
flexibility in selection of frames or replacement of individual pic- 
tures. To insure continuity, slides can be “loaded” in magazines. 


Q. We have not been successful in making satisfactory tape recordings 
of our round-table discussions or role-playing exercises in sales 
training. What do we need to do a good job? 


A. Basically, you need patience, practice and a reasonably good tape 
recorder. Most problems come from lack of pre-testing and an 
attempt to use the relatively inexpensive microphone that comes 
with the tape recorder. For conference use, a better grade of 
microphone with pick-up in all directions is preferable. If the area 
is large, several microphones connected to the tape recorder through 
a mixer will insure good results. 


Q. We have an excellent sound movie which, of necessity, has to be 
general. The “close” is not specific enough to get down to “brass 
tacks” for all potential customers. How can this be personalized 
without large production costs? 


A. Magnetic sound track is the answer to this problem. If you wish 
to retain and play the optical track, then have a half magnetic 
track applied. This costs just a few cents a foot. Prior to showing, 
it can be completely personalized by recording a message of direct 
application to the viewer. It is simple to prepare your own narra- 
tion. Several projectors on the market permit you to record and 
erase as you would on a tape recorder. It is possible to switch 
from magnetic to optical track and back again. while projecting. 
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Lema CLEATS A IE Soe 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


HOTEL 
Sueraton-(,18s0N 


Complete Convention Facilities 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 


“HAVE SALES 
WILL TRAVEL" 


. .. will be the happy theme 
of your dealers or salesmen 
when you place your travel 
sales incentive program in 
the hands of Lee Kirkland 
Travel .. . over 20 years ex- 
perience and service to lead- 
ing industries and organiza- 
tions assures perfection of 
every detail 


SPECIALISTS 
IN 
TRAVEL SALES 
INCENTIVES 


LEE KIRKLAND 
TRAVEL 


Executive Offices 
1229 Baltimore 
Kansas City, Mo. 


Saies Office 
30 North La Salle 
Chicago, Iilinols 


Georgia Power 
Starts with 


Teacher Training 


Utility company enlists vo-ag 
teachers to hold two-day ses- 
farmers and future 
Contest tied 


sions for 


farmers. into 


educational program on wiring. 


HOW CAN a 12-member rural divi- 
sion staff of an electric utility com- 
pany effectively acquaint more than 
61,000 rural and farm customers with 
the fundamentals—and newest meth- 
ods—of farm wiring? 

Such was the problem recently 
faced by Lamar T. Wansley, man- 
ager, Georgia Power Company's rural 
division. These 61,000 customers are 
served directly by the company. Com- 
pany’s rural engineers also work daily 
with customers of Rural Electric Assn. 
cooperatives which purchase electric- 
ity from Georgia Power and distribute 
it on their own lines. 

“Ever since the rural division’s early 
beginnings some three decades ago,” 
Wansley explains, “our rural engineers 
have been carrying on an intensive 
program of pointing out to farmers 
the dozens of different ways in which 
electricity can be used to increase 
profits and save hours of hand labor. 

“We feel,” he adds, “the program 
and is—a definite success, and 
we are continuing it. But its very suc- 
cess created a new problem: Daily 
our rural engineers were reporting 
more and more farms where the add- 
ing of new electric appliances and 
equipment over the years had made 
original wiring systems not only in- 
effective and inadequate—but danger- 
ous!” 

Urban area dwellers have encoun- 
tered the same problem as they add 
deep freezers, television sets, air con- 
ditioners and electric heating, to 
homes built to carry electrical loads 
of the ’30s and ’40s. Rural residents, 
however, face problems caused by 


was 
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WIRING CLINICS toured area and demonstrated latest wiring methods. 


similar loads in their homes plus the 
electrical burden from new farm 
equipment installations. 

“Contacting this tremendously large 
group of farmers individually with 
only 12 engineers on the staff was a 
physical impossibility,” says Wansley. 
“Our men worked with as many agri- 
cultural groups and organizations and 
attended as many of their meetings as 
possible, but even this made small 
headway with the problem.” 

Company finally decided the best 
way to meet the problem was to 
“teach the teachers”—hundreds of vo- 
cational agriculture teachers and 
county agents whose job it is to bring 
to farm youth and to farmers, direct 
guidance in agriculture know-how. 
This group, in turn, would be able to 
pass on to farmers of the state the 
newest methods and information on 
farm wiring. 

Each of the state’s 321 vocational 
agriculture departments was provided 
with teaching panels and wiring ma- 
terials to provide classroom instruc- 
tion and laboratory exercises for sen- 
ior Future Farmers of America mem- 
bers. Nine special state Vo-Ag teach- 
ers devoted a major portion of their 
time conducting this educational pro- 
gram. 

Company sponsored a contest with 
prizes going to FFA youths who com- 
pleted the best farm wiring projects 
during the year, Wansley reports. 

Special judges from the college of 
agriculture and experiment stations 
spent a week traveling from farm to 
farm judging the productive farm 
electrification projects of top contest- 
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ants in the program. Company pre- 
sented cash awards and a University 
of Georgia College of Agriculture 
scholarship. 

In solving the problem of bringing 
farm wiring education to adult farm- 
ers, company conducted two-day wir- 
ing schools for county agents in each 
of Georgia’s six extension districts. 
Georgia Power furnished all wiring 
facilities, including panels, wiring ma- 
terials and supplies necessary to con- 
duct an up-to-date school. 

Adult farm wiring programs also 
were held in cooperation with the 
State Department of Agriculture, 
Electric Membership Cooperatives 
and Georgia Farm _ Electrification 
Council. 

Last year, nine special vocational 
agricultural teachers, Georgia Power 
Company rural engineers, and EMC 
farm electrification advisors and engi- 
neers held 72 two-day wiring courses 
following each with a one day on-the- 
farm wiring demonstration. This pro- 
gram reached 1,725 adult farmers, 
averaging 25 farmers for each course. 

Each farmer participating in the 
program gained knowledge of what 
constitutes an adequately wired farm 
and was better equipped to evaluate 
the wiring on his own farm. As a 
result of this program, farmers in the 
communities where demonstrations 
were held now are anxious to have 
their own wiring modernized, com- 
pany reports. 

Meeting program also helped the 
company to win the 1957 Edison 
Electric Institute’s annual Farm Mar- 
ket Award. 
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HOTEL, BEACH & CABANA CLUB 
SAN JUAN/ PUERTO RICO 
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Break all records for attendance at your next conference... plan to reserve the cosmopolitan 
new LA CONCHA hotel in San Juan! Beautiful, modern, complete in itself... offering 

a combination of convenience, comfort and atmosphere that will be entirely new to you... 
the LA CONCHA will give your meetings new spirit—your delegates new life! You'll 

be away from the ordinary, enjoying the different attractions of a foreign land.. 

yet you can make yourself right at home—in Puerto Rico...U.S.A.! 


EVERYTHING IS HERE FOR YOUR MEETING! La Concha 
offers 300 luxurious guest rooms and suites, and cooperating 
adjacent hotels bring total accommodations to over700rooms. 
MEETINGROOMS are flexible, spacious, and air-conditioned. 
FOR BETWEEN-MEETING RELAXATION—there is a 
world of fun...acres of gardens; a Cabana Club and pool; 
outdoor terraces for dining and dancing; a convenient Coffee 

Shop; Bar Marino and rooftop cocktail lounge; an exciting 

Gaming Casino; and—dining, dancing and entertainment in 
Club La Concha...a giant shell set on the ocean's edge! 
OUR CONVENTION-TRAINED STAFF will take care of all 


details; assuring you always of complete meeting perfection. 


\\ \ 
Aye 
\ 


Blake Sweatt, Vice President and Managing Director 


No visas, passports, or vaccinations necessary for U.S. citizens 
Only 6 hours by air from New York (even less with coming jet travel) 
Only 4 hours from Miami 
WILLIAM P. WOLFE ORGANIZATION, Representatives 


500 Fifth Avenue, New York 36 « LO 5-1115 
Boston « Chicago « Cleveland « Miami « Philadelphia + Toronto 


AN ASSOCIATED FEDERAL 
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Virginia's 2,44 | Stuck for Local Club Ideas? 


Finest Meeting Facilities in 
All of Virginia Are Yours in 
These Expertly-Managed and 
Tastefully-Appointed Hotels. 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Virginia Room, ea 
main lobby floor, seats up to 1,000. 
AIR-CONDITIONED Patrick Henry 
Stonewall Jackson Room (600). 
AIR-CONDITIONED George Wythe 
Room (100). 
ROOF GARDEN accommodates $00. 
§ additional AIR-CONDITIONED COM- 
FERENCE ROOMS. 

$00 OUTSIDE ROOMS, EACH WITH 

PRIVATE BATH. 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Rooms. Rates from $4.00 


HOTEL RICHMOND 
300 Roms. Rates trom £5.00 


HOTEL WM. BYRD 
20 Rooms. Rates from $4.50 


Write for FREE, interesting Brochure, Gitv- 
Convention Facilities in Detail 
and Floor Plans! 


TWX Connects all 5 hotels 
HOONUEENODDDANANONEOEOOLOOONNAOOUEEDOOEDOVOANOONENOOOODONOON 
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* Chamberlin 
Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia's East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room 

(30). Roof Garden. 300 Beautifully Fur- 

nished Rooms. All Outside, each with 
private bath. 


Open All Year 


Here’s how to get speakers for your local club when all else 


fails. 


Ed J. Hegarty, meeting specialist, 
consultant, and author of “Mak- 
ing Your Sales Meetings Sell,” 
was queried so often by program 
chairmen from local Sales Execu- 
tives Clubs on how to set up 
interesting meetings that he fin- 
ally got out a bulletin to list tips 
and ideas for good programs. If 
you've ever wrestled with a club 
program you'll find his down-to- 
earth tips on how to sign up a 
speaker, or get along without 
one, mighty helpful. 


AS PROGRAM CHAIRMAN you 
soon find it difficult to come up with 
a top speaker every meeting. 

The circular letter to known speak- 
ers stating that you meet every third 
Tuesday and should the speaker be in 


lt warns against circular 


letter; it doesn’t work. 


the neighborhood, etc., does little 
good. The personal letter is better, 
but it is still easy to reject a letter re- 
quest. A telephone call is more effec- 
tive for it is much more difficult to 
turn down. 5a, 

If the speaker you want works for 
a large corporation, get his local deal- 
er or distributor to invite him. For 
instance, if you want the sales promo- 
tion manager of Ajax Automobile 
Company, get the local dealer for 
Ajax to invite him for you. A speaker 
might come for a customer when he 
wouldn’t give you a tumble. The cus- 
tomer approach won't work always, 
but it is better than going after the 
man cold. ; 

If you want a trade association ex- 
ecutive to speak to you, get a local 
member of the association to invite 
him. Always look for a local contact 
for any big speaker you might want. 

Job of delivering a good speaker 
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101 Years of 
Convention Experience 


... and a Lot of Imagination 


You can measure years — but it’s not so easy to measure 
imagination. HCA hotels have both — in quantity. 
MVice President and HCA’s long experience can make your meeting a wonderful 
National Sales Manager experience. Not only with perfectly suited accommodations and 
EDGEWATER BEACH HOTEL expert service, but with the “little things,” that often make a 
Chicago, IWlinois big difference. Little things like ash trays being where they ought 
hem Ps tema - to be... like a podium that doesn’t squeak . . . like seats that fit 
pape tener te! sae with dead the modern age — and the modern man. At HCA hotels nothing 
and Cabana Club. is too big or too small to help make your meeting a success. 
Phone: LOngbeach 1-6000 And here’s where imagination comes in — for HCA hotels 
Teletype: CU 2878 not only serve groups — they serve the individuals in the group. 
That means your particular needs get experienced attention — 
never a standardized routine. And it makes a big difference. 
There’s a big difference in HCA hotels, too. Each has a 
unique personality and character that reflects the city in which 
= it is located . . . and each is conveniently located for business 
y and pleasure. Your meeting will be long remembered in this 
atmosphere of individuality. 
Look into HCA hotels and you'll book into an HCA hotel. 
RoBerT G. GOLBACH HCA will add the experience and imagination to your meeting 
Sales Manager that will make it more successful. For reservations at any of the 
— ge cael HCA hotels listed here contact your nearest HCA hotel and 
Me eons you’ll get prompt experienced attention to every detail of your 
Located on smart Madison 


Avenue, convenient to every- meeting. Stay HCA — your meetings will be better that way! 
where, directly connected to 
Grand Central Station. 


Panag eraerneacen Ee Hotel Corporation of America 


Teletype: NY 1-2924 A. M. SONNABEND, President 


CHARTERHOUSE 
MOTOR HOTEL 
24800 Euclid Avenue 

Euclid, Ohio 
. 


CHARTERHOUSE 
MOTOR HOTEL 
FRANK HIGNETT JOHN J. TOBIN 7250 Edsal Road 
enisini: Pesiitions Sales Manager Sales Manager ‘ paceatie F = Caretta 
Sales Manager SOMERSET HOTEL-HOTEL KENMORE ’ 


Boston, Massachusetts Complete facilities for 

THE MAYFLOWER . business and social gath- 

Washington, D.C. In the quiet Back Bay section, close to Boston’s erings in a resort atmos- 

A “Name of International Fame” business district and historic sites. phere. Everything from 
in heart of the Nation’s Capital. Phone: COpley 7-9000 Phone: KEnmore 6-2770 


. ; tioning to the famous Rib 
Phone: District 7-3000 Teletype: BS 71 Teletype: BS 1098 Room is here for your 
Teletype: WA 359 enjoyment. 
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for every meeting is tough, that’s why 
many of the smaller clubs have gone 
to other types of meetings that pro- 
vide good programs that hold the 
interest of the members. Following 
are a tew suggestions for such meet- 
ings: 


Joint Meetings: In your town you no 
doubt have a club of purchasing 
agents and another of credit men. 
Okay, why not plan one joint session 
with one group and a second with 
the other? That's two speakers you 
won't need! Get together with the 
program chairman of the group and 
work out your program. You might 


JACKSONVILLE 
FLORIDA 


The South's 
finest 
Commercial- 
Convention Hotel 


set up a panel program where three 
members of the credit men tell how 
they like sales managers to work with 
them, and the three sales managers 
tell how they think credit men should 
work. In your town there may be 
other groups that would be acceptable 
for this type of program. 


Junior Achievement: One club I know 
staged a Junior Achievement night as 
one of its meetings. Club members 
had taught the youngsters to sell the 
products made by the companies and 
on this night the best sales person in 
each company came before the club 
and took part in a demonstration con- 


* COMPLETE CONVENTION FACILITIES 
* BALLROOM FOR 1100 « EXHIBIT AREA 
* TRAINED CONVENTION STAFF 


In the Heart of Downtown Jacksonville 


Conceived and engineered as the ultimate in 
commercial-convention hotels, the Robert Meyer 
presents a unique “custom tailored facilities” 
concept... to make your 1959 executive or group 
meetings the very finest you have ever staged! 


@ One-floor “convention center” 


© Meeting and banquet rooms for from 25 to 1100 


@ Theater lighting; closed-circuit TV 


@ 550 outside, air-conditioned rooms 


@ Radio, TV and Hi-Fi in every room 


@ Drive-in registration—elevators to rooms 


@ Inside parking for 250 cars 


test. Club members voted on which 
was best and a prize was given the 
winner. The program was well re- 
ceived. Junior Achievement execu- 
tives and sponsors were invited to see 
the demonstrations and to root for 
their company representatives. 


Distributive Education: This is an- 
other youth activity that offers possi- 
bilities for a program. Any such 
school activity as National Sales Ex- 
ecutives’ essay contest offers possi- 
bilities. 


Member Programs: Most clubs fail to 
use the club members as speakers. 
This might be done once or twice 
each year. Let’s say you ask one mem- 
ber to talk about his distribution prob- 
lems and to explain how his company 
tackles them. You ask him to bring 
along his advertising manager or other 
personnel to help in the presentation. 
I saw one such meeting in which a 
sales manager showed how his com- 
pany made a formal presentation to a 
prospective distributor. The program 
was well done, the question period 
lively. To make such a program right, 
sit down with the men who will take 
part and explain clearly what is 
wanted. 


Community Chest: If the club helps 
train workers in the United Appeal 


or Community Chest drives, one pro- 
gram could be built on this activity. 
Let the chairman of the training group 
tell what the club is doing, and show 
how the workers will be trained. He 
might put on a training meeting for 
the club because most of your mem- 
bers will be workers. 

Types of meetings suggested are 
largely of the presentation type. But 
don’t overlook other types. Here are 
a few: the discussion, quiz session 
(bring in some experts and let the 
group quiz them), buzz session (break 
the group up into units of six and let 
each discuss a problem), brainstorm- 
ing session, boasting session (over a 
sales achievement), bitching session 
(about anything), and the panel (a 
group of experts or some ordinary 
Joes). 

Names such as panel, shirt-sleeve, 
discussion, help sell the member on 
attending because the name indicates 
that the meeting will be different. The 
suggestions cover a number of ways 
you can get away from dull meetings. 
But no matter what kind of meeting 
you put on, organize every detail. 


@ PLUS a willing, experienced convention staff! 


Don't tell Henry to do something, 
and think that he knows. Check to see 
if he does. You are the man responsi- 
ble for the programs; it’s a tough job, 
but as program chairman you are the 
key man in building of your club. ® 


Write today for full information, rates and availabilities— 
or call Jacksonville Elgin 5-4411 
Robert B. Neighbors, Vice President - General Manager 
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SALES MEETING CENTER OF 
SAN FRANCISCO BAY AREA! 


M™M 
‘WHAT! 


is everything you could expect 
to make a memorable meeting? 
Here it is for groups from a 
dozen to 125 in a 10-acre gar- 
den setting around azure pool. 
Superior accommodations, 
finest-equipped banquet and 
meetings rooms. Excellent cui- 
sine. Entertainment, dancing. 
Our priceless ingredient is a 
management and staff dedicated 
to standards you'll acclaim. 


Anzona 
Mawor 


E. Camelback Rd. at 24th St. 
Phoenix, Arizona 


ae eee oy ae 
Sibi. Cia lw, sai 5 


bee onghent se 


Send for full-color folder 
and special MEETING brochure 


46 GOOD REASONS WHY YOU WILL GET MORE 
FROM YOUR MEETING AT THE HOTEL CLAREMONT: 


CONVENE AT 
BEAUTIFUL. 


1. More public space than any other 
hotel in San Francisco Bay Area— 
23,326 square feet handles 200 ex- 
hibits easily. 


More free parking space—room for 
1,000 cars. 


More true luxury—300 rooms, and 
suites with fresh flowers daily from 22 
acres of lovely gardens surrounding 
the Bay Area's finest resort hotel. 


4. More fun dancing to name bands in 
the great Garden Room, and enjoying 
the magnificent food you'll relish at 
the Claremont. 


More business value—no traffic noise, 
no drifting away. 


. More prestige—the Wall Street Jour- 
nal yearly carries the names of more 
than 100 top level U.S. business or- 
ganizations holding meetings at the 
Claremont. 


HOTEL (Claromont 


Berkeley-Oakland, Calif. 


Reasonable rates on request 


MACKINAC ISLAND 
MICHIGAN 


Murray Lehr, Managing Director 
THornwall 3-3720. Teletype OA 520 


Plot Lhorshey 


a 


HERSHEY, PENNSYLVANIA ( 
“Open Year ‘Round"™ 


SUCCESSFUL MEETINGS ARE ASSURED 


At delightful Hotel Hershey. Centrally enees, easily accessible by 
air, rail or highway. it conference rooms stefully decorated and 
comfortably equipp date 12 rigs Seclusion if desired, 
renowned sport and . facilities available. Superb food, 
most of it fresh from Hershey Farms. Evening entertainment includes 
Professional Ice Hockey and special attractions at Sports Arena and 
Broadway Productions at Theatre. 


For Reservations Write: 
Room 127, Hotel Hershey, Hershey, Pa. 


Charles E,. Todd 
Managing Director 
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Personal Touch 
Is Good Stunt 


For its first meeting of entire sales force, Anderson Electric 


personalized giveaways with salesman’s name. Company mailed 


cards to customers with salesmen’s names. Each salesman be- 


came a “division” of the company on photo of new foundry. 


By C. E. BITZER 
Vice-President Sales, Anderson Electric Corp. 


WHEN A COMPANY doubles its 
business in four years, its staff, physi- 
cal plant and problems increase pro- 
portionately. This happened to us at 
Anderson Electric Corp., Birmingham, 
Ala 

Last fall we realized a sales meet- 
ing which would include our entire 
field selling force was long overdue 
We had never held such a conclave 
before and many of our sales repre 
sentatives had not seen our new alu- 
minum foundry nor expanded facili 
ties in the bronze foundry. Many new 
products had been introduced and 
research and development facilities 
enlarged. A new 
advertising agency, Tucker Wayne & 
Company, had created our 1958 sales 


had been greatly 


promotion and advertising programs. 


Also two new catalogs had been com- 
piled—a general catalog and a manu- 
facturers catalog. This meant a lot 
of ground to cover. 

Keeping these objectives in mind, 
Edward V. Diercks, my assistant, and 
I sat down with our four product 
sales managers for a planning session 
four months prior to the proposed 
meeting. First we decided to hold 
two three-day meetings—one for An- 
derson salesmen and another for man- 
ufacturers’ representatives. We felt 
our sales program could reach two 
small groups with a greater impact 
than a larger impersonal one. We 
mapped out every detail from the 
time each delegate would be met at 
the airport until he would board a 
plane for home. 


MEN TOURED Anderson’s plant and inspected company’s new line of equipment. 
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Three weeks later another planning 
session was held where responsibilities 
were delegated, a schedule of dry 
runs for speeches was made up and 
ground Pe an for sessions were com- 
piled. All major details were taken 
care of over three months before the 
first meeting. Nothing was haphazard. 
We printed a complete program which 
would pack a maximum of activity 
and interchange of ideas into every 
minute of the day. This printed pro- 
gram was mailed to each salesman a 
few days before he left for Birming- 
ham to let him know that each day 
was completely planned for him. In- 
cidentally, we thought it important 
to allow some leisure time every day 
for the salesman to do exactly what 
he wanted to do. This worked out 
well and a number of men went out 
of their way to tell us how much they 
appreciated this time for relaxation. 

We chose a bold slogan, “We Can 
Be Great in ’58!” and featured this 
slogan in all literature given to the 
salesmen at the meeting. As an addi- 
tional reminder we had it displayed 
prominently in the front of the room 
at daily meetings. 

Sunday afternoon, as delegates ar- 
rived, they were taken to Birming- 
ham’s Essex House, adjacent to the 
Downtown Club where all sessions 
were held. Afterwards they went on 
a sightseeing trip around the city, 
followed by cocktails and open house 
at Anderson’s new sales office. 

We used several novel features to 
highlight both meetings. First morn- 
ing a local newspaper was delivered 
to each guest’s hotel room with a 
wrap-around folder, announcing in 
bold black letters: “Birmingham Wel- 
comes Joe Salesman (each salesman’s 
name was used)!” Second day, wrap- 
per said, “Joe Salesman Attends AEC 
Meeting,” and on last day slogan, 
“Joe Salesman To Be Great in ’58,” 
appeared on each wrapper. Wrappers 
for each salesman were personalized 
in advance. 

Each sales representative who had 
met or bettered his ‘57 sales quota 
had his name inscribed in gold on a 
plaque which was formally presented 
to him. Place-cards for each top sales- 
man were lettered in gold ej a pil- 
low placed in his chair to make him 
feel special indeed. Bouquet of 
flowers was sent to every man’s wife. 
Enclosed card said, “We are counting 
on you to help Joe Salesman be great 
in 58.” Again, the actual name of 
each salesman was used. 

No formal speeches were scheduled 
for either banquet Monday or Wednes- 
day evenings. This was met with 
unanimous approval and was one of 
the most popular sidelights of the 
whole convention. Both banquets 
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whole new world 
for your 


convention 


cabana & yacht club 


ALL THIS IS YOURS... 
FOR A PERFECT CONVENTION! 


e 14 meeting rooms or combinations. . . 
to seat any size meeting from 24 to 1600! 

e Monitored air-conditioning 

e Modern lighting and sound equipment 


© Outstanding cuisine... 


; if 
served from an ultra-modern kitchen, ; ‘ i Saati pa Pt_r ee 
EAS r 2. 


strategically placed to serve every At if pate 
banquet with maximum expediency = “yo "te 
e Underground parking garage : & 35 a 
e Yacht anchorage on protected Indian Creek 


e 30,000 square feet of drive-in 
exhibit space at reasonable rates 


ALL THIS — PLUS: 


¢ Olympic pool and private ocean beach 


@ Over a hundred luxury cabanas 
with individual bathrooms 


e Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


e Three delightfully different 
dining rooms to suit your every mood 


e Informal gaiety and dancing in 
Harry’s American Bar — Garden Café 


¢ Fabulous entertainment nightly POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
in the unparalleled Café Pompeii people. Four tiers assure all in attendance perfect view of the speaker's table. 


4 


ROBERT H. WHALEN, Director of Sales 
JEAN S. SUITS, Managing Director 


SEND NOW FOR COMPLETE 
CONVENTION BROCHURE 


7 RAW HILL BOOK COMPANY * 


Bi Ww Wee ww» 


30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting Rooms. 
New York: LOngacre 5-6225 ° Chicago: WHitehall 4-7568 
OCEANFRONT, 45th to 47th STREETS, MIAMI BEACH, FLORIDA 


JANUARY 16, 1959 113 


AND COTTAGES 
Hot Springs, Virginia 


sole” 


America’s most distinguished resort and spa 


Have You Considered 
PRINCETON, 


NEW JERSEY? 


The Nassau Tavern Hotel, just 45 
miles from New York or Philadelphia, 
has long made a specialty of con- 
ferences, group meetings and training 
programs. 

An ever increasing number of prom- 
inent organizations are selecting the 
Nassau Tavern Hotel for group meet- 
ings of from 10 to 200—and with 
good reason— 

Princeton provides a tranquil 

atmosphere conducive to con 
centration on the problems at 
hand— 
The Nassau Tavern Hotel's lo- 
cation, directly opposite Prince- 
ton University's Campus, con- 
tributes immeasurab to its 
relaxing, restful, setting. 

The proximity to many of the 

nation's leading research or- 
gonizations provides ready ref- 
erence to sources of problem 
solutions. 
Our proficient staff, and rapidly 
convertible function rooms, as- 
sure smooth, trouble free serv- 
ice and facilities for every type 
of conference. 

The advantages of holding your next 
meeting at the Nassau Tavern Hotel 
are clearly illustrated in our Confer- 
ence Check List and Brochure—send 
for your free copy today. 

George Washko, Manager 
The Nassau Tavern Hotel 
on Palmer Square 
Princeton, New Jersey 
WaAlnut 1|-7500 


were preceded by cocktail parties. 
At the Monday banquet an 8%” 
by 11” photo of the aluminum foundry 
at Leeds was presented to each dele- 
gate. It was personalized by the in- 
scription “Anderson Electric Corpora- 


| tion, Joe Salesman Division.” Also 


postcards with this same picture were 
prepared for all customers in each 
given sales area. They carried the 
message “I’m at the plant learning 
about new products — wait ’til you 
hear the news.” Cards were signed in 
salesmen’s names. 

No dinner plans were made Tues- 
day evening in order to give sales 
representatives with special problems 
an opportunity to discuss them with 
their product sales managers. 

Daytime sessions moved at a lively 


| pace so as much information as pos- 


sible was covered. Talks and demon- 
strations were interspersed with cof- 
fee breaks and tours for variety. To 


| insure close attention during his talk, 


each product sales manager awarded 
salesmen 10 silver dollars for correct 
answers to 10 questions pertaining to 
the material covered. Question and 
answer period not only stimulated in- 
terest, but proved to be fun. 

One high point was the outline of 


Anderson’s 1958 advertising and pub- 
lic relations programs by Ed Diercks 
and Thomas P. Wright, our advertis- 
ing agency vice-president and account 
executive. An outstanding speaker, 
Warren D. Shew of Electrical World, 
gave an inspiring and encouraging 
message on the size and scope of the 
electric utilities market. 

During each conclave 18 new prod- 
uct lines by Anderson’s Distribution 
division were introduced and five new 
clamp lines by the Substation Trans- 
mission division. 

Tours were taken to both the Birm- 
ingham and Leeds plants, where An- 
derson’s new testing laboratories were 
inspected. At our Birmingham lab, 
the men saw some of our modern 
electrical testing devices. At the 
Leeds laboratory they inspected ad- 
vanced equipment for studying me- 
chanics and corrosion. 

Despite the time and effort required 
to stage the convention, both Ed 
Diercks and I thought our program 
generated an invaluable pride and 
enthusiasm for Anderson Electric. 
Everyone who attended went away 
fired with a complete awareness of 
handling a fine line of quality prod- 
ucts. @ 


Theme With Live Drama 


LIVE PROP proved a little too lively for Dennis Perkins (right), advertising 
manager of Saturday Evening Post. Peter E. Schruth, Post v-p and advertising 
director, joins him in placating Leo. Lion was hired to point up theme of Post's 
two day divisional sales meeting—“Let’s Get the Lion’s Share of the Business” 


~—held in New York recently. 
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THE SOUTHWEST'S BEST... 
Exhibit Hall and Auditorium 
Resort hotel accommodations 
Year around recreation facilities 


Air conditioned acres of top convention facilities . . . the 
Moody Center located between the Galvez and Buccaneer 
hotels, all at the heart of the beach at 21st and 23rd streets. 


The Moody Center: Designed for maximum efficiency 
completely air conditioned, 3 two-way escalators, 6 private 
meeting rooms, check room, drug store, 2,500 sq. ft. vestibule, 
mammoth kitchen. Exhibit hall: 31,000 sq. ft., 200 booth capacity 
divisible by folding walls, street auto entrance, all utilities. 
Auditorium: 19,480 sq. ft., 5 level terraced, 3,500 meeting 
capacity, 2,500 banquet capacity, 90’ x 50’ theatrical stage, 
scenery loft, 7 dressing rooms, theatrical lighting, auto and 
loading ramp from street, closed circuit TV with big screen 
projection, broadcast facilities, projector, public address 
system, tape recorder. 


Hotel Accommodations: Guest rooms for 1,200 delegates 
immediately next to the Moody Convention Center in the Galvez 
and Buccaner hotels. Excellent accommodations recently 
refurnished and redecorated. Both hotels completely air 
conditioned, overlook the Gulf of Mexico, feature TV, radios, 
exceptional food and service. The Galvez swimming pool is 
available to guests of both hotels. Total housing on Island 

for 3,000 delegates. 


BOOST ATTENDANCE — CHOOSE GALVESTON 
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TEXAS: Austin — the Stephen F. Austin; 
Brownwood—the Brownwood; Dallas—the 
Baker and the Travis; El Paso — the 
Cortez; Galveston — the Buccaneer, Gal- 
vez, Seahorse, Jean Lafitte and Coro- 
nado Courts; Laredo—the Plaza; Lubbock 
— the Lubbock; Marlin — the Falls; San 
Angelo — the Cactus; San Antonio — the 
Menger and the Angeles Courts. 


Ieantasssssiea mame mein 


- 
OFFICES: New York 


Mexico City 
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... Circle 7-6940 Washington... EXecutive 3-6481 
Chicago....... 


F/O 


ALABAMA: Mobile—ihe Admiral Semmes 
2 

Birmingham — the Thomas Jefferson 

WASHINGTON, D. C. — the Washington 


mAbeins.etn vides INDIANA: indianapolis — the Claypool 
ADIOS—TELEVISION 
. : — the > 
COMPLETELY AIR CONDITIONED as ee a aa pret a 
k rp Lolo : — ine 
Free Inter Hotel Teletype Paxton. NEW MEXICO: Clovis—rhe Clovis 
Reservation Service 
SOUTH CAROLINA: Columbia — the Wade 
Hampton, VIRGINIA: Mountain Lake ~ 
the Mountain Lake; the Monticello. 


MOhawk 4-5100 Cleveland 
46-98-92 Galveston 


PRospect 1-7827 
SOuthfield 5-8536 
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PITTSBURGH CONVENTION staff worked day and night to transfer the 


convention to another city in the six days before it was to open. 


ot NEAL POLLOCK sets up exhibit which was rerouted by air from England. 


Six days before a big convention—planned for two years—and 


your hotels are hit by a strike. Where can you get 1,000 rooms? 


Where can you turn? This happened to International Systems 


Meeting and here is how convention bureaus worked to save it. 


PITTSBURGH'S crippling hotel strike 
went into its fifth day. International 
Systems Meeting, which had been in 
the planning stages for almost two 
years, was sure to face cancellation 
of its established dates in Pittsburgh, 
October 12-15, 1958. 

A hurried conference took place in 
the offices of Pittsburgh Convention 
Bureau with W. N. Spray, chairman, 
Systems and Procedures Assn. con 
vention, M. W. Anderson, arrange- 
ments exhibit chairman, Charles Shaf- 
fer, ‘executive vice-president, Pitts- 
burgh Convention Bureau, along with 
representatives of hotel management. 

Cancellation was unthinkable, the 
International Systems Meeting com- 
mittee informed Shaffer because liter- 
ally hundreds of thousands of dollars 
were committed in important com- 
pany executive time, exhibit person- 
nel and exhibit material. What could 
be done? Was it feasible to transfer 
the convention from one city to an- 
other in less than a week—six days to 
be exact? Was another city available 
nearby? 
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Pittsburgh Convention Bureau 
checked the data it receives from In- 
ternational Association of Convention 
Bureaus. IACB transmits convention 
bookings data of member convention 
bureaus. The check on the file of all 
cities showed Buffalo, N. Y., with an 
apparent open week. 

A phone call was made immediately 
to Ward Stewart, secretary-manager, 
Buffalo Convention & Tourist Bureau, 
and within an hour’s time, a tentative 
clearance had been made in Buffalo 
for 1,000 sleeping rooms and _ hotel 
exhibit space to accommodate 50 
semi-heavy exhibits. 

That night, Friday, Oct. 3, the 
Pittsburgh committee arrived in Buf- 
falo and inspection of available facili- 
ties began. By Saturday night, all 
tentative arrangements had been made 
and on Sunday, the announcement 
was made that the International Sys- 
tems Meeting would be transferred to 
Buffalo, lock, stock and barrel — or 
exhibits, program and people, if you 
will. 

Now the Buffalo Convention Bureau 
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Do You Do When a Strike Hits ? 


really started its machinery in high 
gear. By Monday night, a personal 
invitation from Mayor of the City of 
Buffalo to every ISM member who 
had indicated a desire to attend the 
meeting was in the mail. Notification 
to all businessmen in the Buffalo area 
was also in the mail in order that 
Systems people in and around Buffalo 
could fully participate in the pro- 
gram. 

Liaison between Buffalo newspa- 
pers and ISM Publicity Committee 
was established. Exhibit space in the 
Hotel Statler Hilton was marked out 
and Hale Decorators, Buffalo, were 
called upon to lay out booths and 
extend all necessary services. 

Here, versatility of Hotel Statler 
Hilton in Buffalo was apparent. Al- 
though Pittsburgh records showed no 
conventions in Buffalo, a local show 
of 40 booths had been booked in the 
Statler-Hilton Showroom. This meant 
mezzanine lounge, third floor exhibit 
space and lobby exhibit area had to 
be pressed into use. Special wiring 
was required in many areas due to 
the heavy load drawn by exhibit 
equipment. The hotel’s engineering 
staff went right to work. 

ISM’s unique method of holding 
its meetings again posed a problem 
because of the absolute requirement 
that four solid days of meeting room 
facilities, 10 in all, had to be sched- 
uled. These meetings go on from nine 
in the morning until five in the after- 
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’ 
World’s Newest, Largest, 
Finest Convention-Resort Hotel 


INCOMPARABLE MEETING FACILITIES 
for up to 10,000 people! Private conference rooms for 10 to 100 
convention hall accommodating 6,000. 
SUPERB BANQUET FACILITIES 
for groups up to 4,000! Private dining rooms, formal dining 
room, casual coffee shop for fine food at popular prices. 
UNSURPASSED FACILITIES FOR FUN AND RELAXATION 


14 acres of oceanfront luxury—5 cocktail lounges—exclusive shops 
La Ronde Supper Club— Yacht Basin. 


1,000 Rooms, 265 Cabanas 180,000 Sq. Ft. Exhibit and 
meeting areas 


1,000 feet oceanfront beach Spacious hospitality suites 
2 Swimming pools, Golf, Tennis Ample undercover parking 
Completion early fall 1969 


ontainebleau 


CABANA, YACHT AND COUNTRY CLUB 


For information write or wire 


NEW YORK OFFICE: CHICAGO OFFICE: 
Circle 5-7800 ANdover 3-4181 
Teletype: NY-1528 Teletype: CG-829 


BEN NOVACK President 
DUKE STEWART Manager 


WILLIAM BUCKLEY 


Director of Sales 


ON THE OCEAN AT 44th STREET © MIAMI BEACH, FLORIDA 
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aD, CONVENTIONS + BANQUETS 


| 
i A distinguished hotel - with 
snee a distinguished name - in 
ae the heart of the city 
nearest everything, with 
. complete facilities for 
everything. 
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The Motel, and the equally famous Restau- 9 
rant on the Mountain, now have enlarged their ~~ Fy 5 
facilities to handle the growing number of groups 
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AD 
which are electing to hold their meetings at this 


: : : : ‘ * Luxurious Guest Rooms and 
unique location only thirty miles from Manhattan. . Lome Sot 
4 ‘ . . . : - * Closed Circuit TV 
No noise, no distractions—just beauty, isolation, % Meeting and Functional Rooms 


rh - for 10 to 850 
and complete facilities for up to 200. . 
; MICHAEL A. DEVITT, Sales Manager 


a 1512 SPRUCE STREET © Kingsley 5-0100 
For reservations and information: MR. E. V. CRANE, THE MOTE 6. B. BEIDER, Managing Glvoder 
ON THE MOUNTAIN, SUFFERN, N. Y. TEL.: SUFFERN 5-25003 


0 
Unsurpassed 


Convention Facilities -Yet you paynomore!, MEETING 


your next 


@ Over 500 air-conditioned luxurious 
rooms and suites. 


@ 8 meeting and private dining rooms — 
25 to 750 person capacity. 

®@ Main Dining room with 1,100 capacity 
— the cuisine is exceptional. 

@ 10,000 square feet of exhibit space. 

@ Public address systems, audio visual 
equipment available. 


@ Acomplete convention staff with a mem- 


ES ber detailed to your affair at all times. Teletype CG28 
ES 


The PALM BEACH 


( * Complete facilities adaptable to any 
. type of function 
fi * Personalized attention to every detail 
. * Convenient to railroad terminals 
| PLUS eee sea fishing - golf - tennis courts - Olympic salt # Located in the center of 
water pool - beach club - shuffleboard - sun deck - cabana aeimateten Chheaae 
colony - cocktail lounges - nightly entertainment. 


* Gracious, modern atmosphere, 
iti lle hospitalit 
Mae — at the Palm Beach Biltmore you, plus Uecionss Latate m , 
. it and every member of your group, will receive write for new brochure showing room 
the ultimate in accommodations and ser- charts, floor plans and full details 
vice. Hospitality and interest in 
your gathering and its prob- 
lems is our business! 


For further information, please write, wire or phone—L. E. Ames, 
Director of Sales, Palm Beach Biltmore, Palm Beach, Florida. 
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How IACB Operates 


International Association of Convention Bureaus helped to save 
the day for many conventions booked into strikebound hotels in 
Pittsburgh. This service of the association is one of many almost 
unknown to many convention planners. 

IACB is made up of most of convention bureaus in major cities 
throughout United States and Canada. Although each bureau is 
highly competitive for group business, bureaus work together 
through IACB to aid the movement and services to convention 
groups. 

Each member of IACB, through its secretary's office, exchanges 
its list of bookings. Strict code of ethics prevents one bureau from 
soliciting a group that has already been booked no matter how 
far in advance. 

In case of the strike, however, convention bureaus did solicit 
groups already booked. Bureaus contacted convention managers 
of groups hit by the strike to offer assistance. Aim was to pre- 
vent convention cancellations. 

Several groups transfered meetings to Washington, D. C., 
Philadelphia and other cities within a couple of hundred miles 
of Pittsburgh. In many cases, convention bureaus had to make 
many emergency shifts to accommodate the extra bookings. The 
strike hit during the period when convention bookings are 
heaviest. 

Pennsylvania Bankers Assn., for instance, was shifted from 
Pittsburgh to Philadelphia for its meeting. Only problem was 
that its banquet, most important event at the convention, could 
not fit into a Philadelphia hotel. Banquet rooms on the Saturday 
night scheduled for the Bankers’ banquet were all booked. In 
this case, Philadelphia Convention & Visitors Bureau scouted the 
city and came up with the dining room at the Union League. 


BUSINESS ISA 


For top attendance, the Island’s 
largest seaside resort . . . every 
facility for a successful convention 

. . « finest beach, pool, golf, tennis, 
sailing. 300 rooms, 

fully air-conditioned accommodations. 
Master chef cuisine. 


Ask for Color Folders and Convention rates 
Bermuda Hotels Inc. 

Wm. P. Wolfe, Rep. 

$00 Sth Ave., New York 36 LO 5-1114 
Boston, Chicago, Cleveland, Miami, Phila, Toronto 


WHERE BUSINESS 


This late-minute jockeying for space saved the convention. 


noon and a buffet luncheon is served 
to the group in the same room with 
coffee breaks, both in the morning 
and afternoon. Meeting rooms were 
set schoolroom style so that the buffet 
luncheon could be served without the 
necessity of setting tables. 

Here again, a problem of local 
functions booked into the headquar- 
ters hotel had to be surmounted. Other 
hotel function rooms were cleared for 
space as were those in the Klienhans 
Music Hall. Now all that needed to 
be done was to establish shuttle bus 
service between various meeting halls. 
Because each delegate was assigned 
for the entire convention to a meeting 
room, the convention bureau arranged 
a system of housing each delegate in 
the hotel to whose meeting room he 
was assigned. 

To expedite the meeting room prob- 
lem, Statler Hilton closed its main 
dining room for public service and 
made this room available. 

Now just a few problems were left 
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to the convention bureau, such as, 
arranging a ladies program (“Off to 
Niagara Falls”), arranging program of 
entertainment for the banquet, dove- 
tailing its registration staff with ISM’s 
complicated UNIVAC registration sys- 
tem. 

Probably the greatest thing to be- 
hold was the dedication of the Pitts- 
burgh committee that worked with 
practically no sleep to tie loose ends 
together. Half of the committee stayed 
in Pittsburgh to work with the con- 
vention bureau and hotel people there 
to maintain their publicity lines, trans- 
ship exhibit material (which had al- 
ready arrived in Pittsburgh) and to 
turn early arriving delegates, who had 
not heard of the change, Buffaloward. 

Finally, on Monday, Oct. 13, the 
International Systems Meeting opened 
on schedule. There was many a rib 
tickling cliche, but W. M. Spray’s 
early one maintained the spotlight 
throughout — “Have Convention Will 
Travel.” 


IS A PLEASURE 


.. . 365 DAYS A YEAR 


In the beautiful POCONOS . . . only 
3 hrs. from N. Y. or Phila. Unsurpassed 
facilities for any Convention, Meeting 
or Group Outing. Comfortable rooms, 
superb cuisine ... and don't over- 
look either, the excellent sports & 
recreational facilities. Dancing every 
evening in our magnificent “Club 
Suzanne" . . . the largest night club 
ballroom in the Poconos, 


. 
Informative Mount Ai, 
4 Page 
Color Booklet 

on request. 


MOUNT POCONO 44, PA. 


PHONE: Terminal 9-3551 


How Worthington 
Created Its Theme 
For Incentive Travel 


With all promotion tied into the word “flight”, kickoff 


meeting included plane in the sky that towed huge ban- 


ners. “Extras” in planning and operation of contest con- 


tributed to success of trip to Bermuda for dealers, wives. 


By J. J. DRURY 


Marketing Services Supervisor, Air Conditioning & Refrigeration Div., 
Worthington Corp. 


YOUR ORGANIZING a program, 
kickoff meetings, and incentive con- 
test itself, all involve months and 
Then 
comes the big pavoff — the trip itself. 
Will it be successful? How will the 
weather be? What problems will arise 
that might spoil the effectiveness of 
the trip? 

These were the thoughts that ran 
through our minds as we sat down 
to make final arrangements for the 
Worthington Bermuda vacation. But 
now it’s all over and we know it was 


months of intensive planning. 


CALYPSO BAND plays for Worthington guests 
at kickoff meeting to put them into Bermuda 


mood. 


a huge success. Bulging folder of 
thank you letters prove it. 

Why was it a success? What should 
we do to make future trips as profit- 
able? Answer to these questions seems 
to point to one fact: It was the little 
things. Extra courtesies, last-minute 
added services, small gestures — these 
are the things that made the differ- 
ence. Looking back over the pro- 
gram, we can see them all very clearly 
now. To give a better explanation of 
what we are talking about, let’s start 
from the beginning 


PLANE TOWS huge banner across Florida skies to announce contest to dealers. 
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Over a year ago The E. F. Mac- 
Donald Co. salesman walked in the 
door with the final program agenda. 
After months of planning and discus- 
sion, everyone finally agreed that this 
is what we wanted. 

Final incentive program was de- 
signed for all Worthington air condi- 
tioning and refrigeration dealers and 
distributors in the United States. They 
would receive points and trip chances 
based on their purchases of Worth- 
ington equipment. Points could be 
used to select gifts out of a 96-page 
prize-filled catalog. Trip chances 
would be held until the end of the 
contest and at that time drawings to 
select winners would take place. In- 
centive program was set up to last for 
seven prize-filled months and, there- 
fore, quite a large number of trip 
chances could be accumulated. In 
addition Worthington customers were 
placed into volume catagories so the 
opportunity for all to win would be 
equitable. Lucky winners would be 
the proud owners of a trip for two 
to Bermuda. 

Now that we had the program out- 
line and trip location decided, we 
still had not settled on a theme. We 
wanted a theme that would properly 
describe our program and its ane 
tives. After a great deal of discussion 
we decided upon “The Prize Flight 
to Profit.” 

Next problem was how to promote 
the contest properly. To generate and 


SALES MANAGEMENT 


ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


The Sherman has added 10,000 square feet to its 
already large convention exhibit space. The total is 
now 50,000 square feet . . . all on one floor and all 
air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 
single-floor convenierice isn’t all. The Sherman also 
offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 


e 1,501 redecorated rooms, 
¢ Radio in every room—TV in many. 


PUT ALL YOUR ¢ World-famous restaurants: The Porterhouse, offering 


wonderful steaks—Well of the Sea, seafood flown fresh 
SCEGPLE SDE daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
the smart Celtic Grill and Cocktail Corner are long- 
: — time favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent meals 
quickly. 
¢ The Sherman is in the heart of Chicago’s shopping, 
theatre, and financial district. 
¢ Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive . . . no waiting for de- 
livery when you leave. 


Danny Amico, Vice President and Director of Sales, backed 
by highly qualified staff, is on hand day and night to attend 
to all your convention requirements. For help in planning | 
your next convention, phone, wire or write Danny. 


THE 


Chicago's Most Convenient Hotel 


COMPLETELY AIR-CONDITIONED 


Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100 - Teletype: CG 1387 
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maintain a high level of interest in the 
campaign, promotional material was 
scheduled to be mailed out to all 
personnel and their wives. This mate- 
rial was set up at frequent intervals 
throughout the campaign. Each 
Worthington representative was re- 

uested to fill out an address form for 
all his accounts. We wanted the home 
addresses of dealers. This was done 
for a couple of good reasons: 


1. Mail sent to the business address 
tends to be lost, mixed in with other 
mail or never read. 


2. Promotional letters addressed to 


Skytop Club proudly presents 


homes are not only read, but reach 
the boss (dealer’s wife). Wives are 
extremely important to the success of 
an incentive program. Not only do 
they stimulate their husbands to work 
harder, but when they realize that at 
the end of the rainbow is a vacation 
for them also, look out! 

All promotional mailings had some 
connection. with the theme, “The 
Prize Flight to Profit.” Individual 
slogans such as “Up and Away,” 
“Your Ceiling’s Unlimited” and “Fire 
up for Take-Off’ headlined some of 
the mailings. 

In addition to promotional mail- 


A new concept in resort meeting rooms 


The magnificent LAUREL ROOM ...3000 uninterrupted square feet of 
beauty and sheer comfort. Completely air-conditioned, separately ventilated; 
multiple speaker, low-level address system. Variable lighting up to classroom 
intensity or complete blackout. 12’ x 20’ stage. The newest of 12 handsome, 


private meeting and dining rooms. 


OPEN ALL YEAR. Every possible recreational activity is here in the seclusion 
of our 5500 acre estate, including a championship 18-hole golf course. 
Skytop is only 3 hours by car from New York or Philadelphia. Serviced by 
main line of D.L.&W. Railroad, and American, Eastern, TWA and Allegheny 
Airlines, N.E. Ext. Pennsylvania Turnpike and other fine highways. 


WRITE FOR CONFERENCE BOOK 


ShYIOP CLUB 


Secluded in the Poconos 
Box 30, Skytop, Pennsylvania Phone: Cresco 7401 
Wm. W. Maileson, Jr., General Manager 
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| Each of these 


ings, kickoff meetings were scheduled 
to explain the incentive contest to our 
accounts personally. We decided to 
use our annual dealer meetings to in- 
troduce the program. Worthington 
meetings were scheduled for Miami, 
New Orleans, Sea Island, Ga., New 
York City, French Lick, Ind., and San 
Francisco. Kickoff meeting was the 
place to bring our theme to life and 
the natural tie-in between theme and 
aircraft gave us quite a few ideas. To 
explain it to you more clearly, let's 
use the Miami meeting as an example 
and show you some of the ways we 
promoted our theme. 


> We hired a Piper Cub to tow a 
banner reading “Join Worthington’s 
Flight to Profit.” Plane was scheduled 
to fly along the beach and hotel at a 
specified time. Then 10 minutes be- 
fore the plane was to fly over the 
hotel, we arranged to have all of the 
dealers outside to have a picture 
taken. As they were all gathered 
waiting for the photographer to snap 
the picture, the plane appeared in the 
Florida skies. None of the dealers 
knew that this was going to happen 
and they were quite surprised. They 
were ushered back into the meeting 
room and immediately told what the 
“Prize Flight to Profit” was all about. 


...or both! 


Daytona 
Beach 


| luxury hetels 
| can handle 


up to 500 delegates 


| comfortably. Combined 


convention facilities include 


| air-conditioning, banquet 


rooms for 1000, three 

swimming pools, beach 

and cabana colony. 
Large or small, your 
meeting will be more 
successful here, 
Write for details. 
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The plane also was used in the next 
couple of days to announce other 
messages to dealers. For instance, the 
plane buzzed the golf course where a 
Worthington sponsored tournament 
was held on the last day. We even 
had the plane track down a boat full 
of Worthington fishermen. Besides 
adding impact to our meeting, the 
plane also gave us a great deal of 
advertising benefit. 


> Since this was our annual meeting, 
many topics were scheduled to be 


Because winners of the trip were 
scheduled to be flown to Bermuda by 
Eastern Airlines, we requested co- 
operation from its local office. During 
lunch on the first day of the meeting, 
before guests had been told about the 
incentive program, Eastern Airlines 
hostesses passed from table to table 
handing out baggage tags and telling 
each person “We hope you will join 
us next year on our Flight #1.” This 
puzzled the dealers to the extent that 
they started asking a lot of questions, 
such as “Where does Flight #1 fly 


into a Worthington meeting?” Need- 
less to say, the attractive hostesses 
also created some excitement. 

Since the incentive contest is a pro- 
gram of giving gifts and prizes away, 
we thought it would be only right to 
get Santa Claus into the act. We de- 
scribed Santa Claus as a “piker” com- 
pared to Worthington in giving out 

ifts. Santa admitted he was “second 
fiddle” to Worthington, but still 
brought some joy to the meeting by 
drawing a few names out of his bag 
and giving some gifts away right on 


to?” “How does Eastern Airlines fit the spot. If you ve rented a Santa 


discussed, such as new products, 
financing, promotional plans, etc., 
and we wanted to tie all of these dis- 
cussions in with our theme. As each 
topic was introduced, a piece of board 
with the title of the topic was placed 
on a platform. No one was told why 
this was being done. By the end of 
the meeting accumulation of these 
boards had formed an outline of 

plane. Last section to be added was 
a board which read “You.” “You” sig- 
nified the dealer, motivating force 
behind all these activities. Even if a 
dealer has the best product in the 
world, proper financing, or top flight 
promotion, he as an individual has 
the sole responsibility for success or 
failure of his business. Plane outline 
emphasized this very important fact. 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 


international 


Amphitheatre 


Chicago . . . the convention city . . . is the 


natural spot for your next meeting. The Inter- 
national Amphitheatre has the facilities to 
accommodate meetings,. conventions and exhi- 
bitions of any size. 


585,000 Sq. Ft. Exhibit Space 
id Blows ' Air Conditioned Arena Seats 13,500 
or i Nationa ntions New Public Address System 


EXECUTIVE CONFERENCES Parking for 7,500 Cars 


GREAT OAK } ctr _ a Individual Halls 4,000 to 180,000 Sq. Fr. 


15 Minutes from the Loop 
(Sesto and YACHT CLUB. Road Builder Direct Your Inquiries To 
other leading M. E. Thayer, General Manager 


on the » beautiful upper 
Chesapeake Bay 


Less than an hour by plane from 

New York to private airfield on Great 
Oak’s 1500 acre estate. Only two hours 
by car from Philadelphia, Washington 
or Baltimore. Yacht available for trans- 
portation across Chesapeake Bay from 
Baltimore to Great Oak. Superlative 
lodging and modern meeting space 
available for groups up to 80 persons. 
There is auditorium seating for 200, 
three dining rooms, three cocktail 
lounges, marvelous Eastern Shore 
cuisine. Completely air conditioned, 
Open year round—every seasonal sport 
can be enjoyed on estate. You'll “get 
things done’ at Great Oak. 


WRITE FOR BROCHURE—see why 
Great Oak is called ‘‘The Key Largo 


of the North”. 
Private dining rooms and 


GREAT OAK meeting rooms 


LODGE and YACHT CLUB Four Seasons and Harvest 
Fairlee Creek, Chestertown, Md. banquet rooms 
Calvin C, Smith, Business Manager Postillion Room for 
private meetings 
Saddle and Sirloin 
Club facilities 


Many Smaller Rooms 
Available... 
Adjoining Nationally 
Famous Restaurants 


Adjoining - helices a 


Stock Yard Inn 


A charming atmosphere housing some of the world’s 
most famous restaurants. Complete facilities for sales 
meetings, banquets and special dinners for groups of 
25 to 800. It will pay you to write for literature, 
plots and banquet menus. 
Direct Inquiries to 
Mr. Robert Foss, General Manager 


home of the 
internationally famous 


SIRLOIN ROOM 


where the steak is born!’ 


International Amphitheatre 
42nd to 44th Streets ° Chicago 9, Ill. 
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SUCCESSFUL MEETINGS 


SOMETHING NEW Sa — eae : 


...under the Sun 


call tor 


Wen 
IONALY 


aes US 
PONTE VEDRA BEACH 
FLORIDA 


Nassau Beach Lodge, the newest name 
on Nassau’s map! Meet here in quiet 
seclusion and when deliberations are 
done, play your problems away under 
the Bahamian sun. Swim in gentle surf 
or pool, sail, fish, water ski and skin- 
dive, play tennis and golf, sightsee and 
shop (bargains galore). Nightlife in 
Nassau or at the Lodge is marvelous, 
the perfect topping to a pleasant and 
productive meeting. 


278 ROOMS, 
22 SUITES - 


Get further details from: 

Arthur L. Norton, Nassau Beach Lodge, 
Nassau, Bahamas; or WILLIAM P. WOLFE CONVENTION 
ORGANIZATION, REPRESENTATIVES “Att FOR 300+ 
New York, 500 5th Ave. and Boston * Chicago COMPLETELY 


Cleveland * Miami ¢ Philadelphia * Toronto AIR-CONDITIONED 


NOW 
IN MIAMI... 


in-town convenience / on-the-bay luxury — 
with facilities for 1,000 conventioneers ! 


NASSAU - BAHAMAS 


100% air conditioned 

256 beautiful rooms & suites 
ideally located 

1,000-seat Sky Room 
individual meeting rooms 
swimming pool 


men's health club 


dining rooms & coffee shop 
Miami River yacht dockage 
Encore Bar & Lounge 
where downtown Miami Cloud Cafe 
meets Chez When Bar & Lounge 
Biscayne Bay trained convention staff 
shopping arcade 
FOR COMPLETE INFORMATION 
brochures, rates and open 
dates, write today to the 
DUPONT PLAZA SALES DEPARTMENT 
300 Biscayne Blvd. Way 
Miami 32, Florida 
or call Miam 


FR 9-8861 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


CRUISE to NASSAU 
via 4 FLORIDA from Miami | 


Every Monday and Friday 5 PM 


2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 


Main ballroom capacity—Meeting 800—Din- 


3-Day Cruise — two nights at sea, ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 


two days and a night in Nassau. 4 
All outside staterooms, all Meals, up | Drum Room & bar featuring famous cuisine and 


the ship is hotel all the way. | entertainment. 


Round Trip $39 up 


Ideal location in the heart of Kansas City. 


Make these fun-packed 


3-Day Nassau Cruises 
@ part of your 
_ program to help 
build Convention 
wa attendance 


Air-conditioned dining room and cocktail lounge, 
dancing to ship's orchestra and entertainment. 


Arrange for your Members to come a few days 
early...or stay later for needed relaxation... 
by sailing overnight to colorful foreign Nassau. 


FOR COMPLETE INFORMATION WRITE 


P & O STEAMSHIP COMPANY « P.O. BOX 1349 © MIAMI 8, FLORIDA 
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6 min. from Union Station & Municipal Airport. 
1 block from Municipal Auditorium. 
Garage & parking facilities adjacent. 


@ for illustrated brochure write: 
Convention & Catering Dept. 


p HOTEL ¢ 3 t 
14th & Baltimore @ Kansas City, Mo. 
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Claus costume, put pillows inside and 

tried to walk around in it, you know 

it’s not too easy. Pillows slip, pants CONVENT ION P LANNERS WITH T HE 

keep coming down, the beard and wig | 

never fit right. All in all, Santa’s pres- 

ence caused a great deal of laughter. : 5 bad . h” 
Another way we pate het our ‘} vocutive ouc 

theme was to hand out small collapsi- 

ble binoculars to each man and sug- 

gest that he use them to watch his | ~ 

own “Flight to Profit.” Our name and rz KNOW THE WISDOM 

theme were inscribed on the binocu- "i J 


lars so anytime they used them, deal- 7 . IN SELECTING 


ers would be reminded of the contest. 


> After the incentive program was 

explained, we strived to try and keep 

their enthusiasm at a high level. Music f , Why? Because the Skirvin is a proved 
is an increasingly important ingredi- oe - success for conventions or sales meetings 
ent in kickoff meetings and Bermuda | of any size. Fine ore oe —- 
is famous for its Calypso music. Hap- ings and comfortable atmosphere are the 


i subtle, yet apparent, attractions at the 
pily for us, there happened to be a Skinan  . . plan the. eotperation of ¢ 


famous Calypso group playing at one friendly, experienced staff. And, the 
of the Miami hotels. We arranged to Skirvin'’s new “Executive Pee Ml e 
have the Calypso entertainers play — — Gan tole oe 
exclusively for Worthington guests at available for smaller disting- 
their hotel. A room was arranged to vished events . . . ideal for 
look like a nightclub and when the Bourd of Directors’ meet- 
Calypso music started, dealers and FIVE HUNDRED ings. Write for File” 
their wives immediately got into the BEAUTIL ROOMS =a , tt — 
Bermuda mood. This was one of the pee Mae 
highlights of the three-day affair. CLOSED-CIRCUIT 

These were some of the activities TELEVISION 
developed to put suspense, enthusi- 
asm and impact into our meetings. 
These little extras made the meetings 
full of joy and excitement. We heard 
many dealers exclaim, “I wonder 
what’s going to happen next?” 


> After the kickoff meetings and for 
the next seven months, we continued 
to promote and merchandise the trip 
in every way possible. When the con- 
test was over, winners of the trip were 
selected and notified, and final ar- : 
rangements were made for the Ber- 7 H OTELS 
muda vacation. We had about 100 : : 
people on the trip. We still had two Ly OKLAHO MA c iT 
months before we would actually ; C 
board the plane, so to add to the 
excitement of winners, we set up a 
series of teaser mailings. With the 
cooperation of the MacDonald Com- 
pany and the Bermuda Trade De- 
velopment Board, who offered us nu- 
merous pamphlets and brochures on 
customs and activities of Bermuda, 
we designed mailing program to keep 
everyone on pins and needles until 
departure date. 

“Meanwhile back at the plant,” we Des Moines’ central location and complete facilities . . . combined 


+e 


>ads >the with our t acc ations . . . assure you of a successful 
put our heads together to plan the ES ie aaten kets me ent onde 
trip agenda. After the basic format hotel offers you. . . 


was agreed on, we started to add @ 425 attractive modern quest rooms 
extras. @ Air-conditioned rooms and suites available 


Accommodations for groups from 10 to |,000 

All travel arrangements were made Bree TV and radio—ciesed circuit TV 

for the winners and they were sup- Unlimited parking space in conjunction 

plied with a wallet containing infor- —— Kae a . oe ge DM 87 
aa : F ae : . tiled ales and Convention Manager 

mation and instructions, social activi- JOSEPH E. WHALEN, Genera "Manage 

ties schedule, baggage tags, identi- : a 2 

fication badge, and other items. It 


Broadway at ‘Park Avenue \N 
‘CEntral 2-4411 Teletype G OC: 532 President. ar 
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Everything 
for 
Conventions 


Make your next convention the 
success that will keep them talking 
all year .. . use the ample facilities 
and the well-known charm of “The 
Dixieland Riviera” . . . 4600 rooms 
in modern beach-front hotels and 
motels . . . meeting rooms for 20 
to 1500 . . . banquet rooms seating 
up to 800... Golf on 5 of 
America’s finest courses . . . Swim, 
fish, visit historic spots here where 
the deep South began in 1699... 
60 minutes from New Orleans or 


Mobile . . . 


4600 MODERN 
ROOMS 


PLENTY OF 
MEETING 
ROOMS 


EXHIBITION 
FACILITIES 


CLIMATE 
SPORTS 
CLUBS 


ot a 
MISSISSIPPI'S 


Gulf Coast 


The Dixieland Riviera 


Please give me your complete convention 
story 


NAME... 
BUSINESS 


ADDRESS 


7 te ‘BILOXI 
GULFPORT 


~~ PASS CHRISTIAN 


Just fill in the coupon and mail to the 
Chamber of Commerce of any of these 
Mississippi cities. 


MEETINGS CL1CK! 


In the gracious setting of modern 


combine 
BUSINESS 
PLEASURE 


. +. oran hour's drive 
into the cool 
green hills 


DUDE RANCH and COUNTRY CLUB 
OCEAN SPRINGS, MISSISSIPPI 


Western informality and Southern charm 

make this 700-acre resort-ranch Ideal for 

group meeti of limited size. Water skiing 

bai hevesback riding . «+ swimming .. . of 
iag. 


e HEATED POOL 
° 18-HOLE GOLF COURSE 


Time to think and talk—free from 
interruptions. 

Time to relax — swimming pools, 
golf, tennis, riding. 


A GULF HILLS VACATION. . . giving HAY 
‘a bi of the Excellent facilities. 


old West in the deep 
. cOeAr, AWARD for sale’s 


| a ~ Sensible rates. 


For all details: 


UTELL INTERNATIONAL 
160 Central Patk South, New York 19 


CLUB PLAN RATES 


$12 to $16 per person including all sports 
and wonderful meals. 


for full information and color folder 


Dick & Gladys Wat 


CONDADO-CARIBBEAN HOTELS CORP. 
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Your Host with the Wlost 


on the MISSISSIPPI GULF COAST 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


EDGEWATER PARK, MISS. 


“THE GULF COAST'S FINEST HOTEL 
FOR THE FINEST CLIENTELE” 
100% AIR-CONDITIONED 


Seevthing ender one sest—mesting seems fer small, 


HOTEL 


rc 


lnguiries appreciated aad promptly hasdied. 
Write: FRANK FAGAN, Manager 
N. MEISNER, Sales and Convention Manager 


\CONVENTION-ALLY TERRIFIC! 


250 hotel rooms and suites, and 84 new, 
modern motel units (housing for 800) 
right on the Gulf. Nine conference rooms, 
seating 50 to 1500... Banquet rooms 
for 25 to 1000. 6,000 sq. ft. swimming 
pool on beach. Varied recreational 
program and entertainment. Experienced 
convention staff. 


AIR-CONDITIONED 


ca fox: rf 
Si 


BEACH HOTEL Overlooking the Gulf at 


goo BILOXI 
y Miss. 


SALES MANAGEMENT 


a 2 a | 
JIMMIE LOVE, 
General Manager 
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even contained a $5 check for trans- 
portation from the New York airport 
to the Waldorf-Astoria Hotel. Check 
was a small gesture, but psychologi- 
cally gave winners the feeling of lux- 
ury and spare-no-expense handling. 

Worthington representative greeted 
everyone in the hotel lobby and 
escorted them to the desk where they 
were promptly checked in. To elimi- 
nate any confusion, all guests were 
pre-registered and merely had to give 
their names. Realizing that the Wal- 
dorf is usually crowded, a window 
was blocked off and reserved for 
Worthington’s guests only. They were 
delighted to see they didn’t have to 
wait in any of the long lines to be 
registered. 

As the winner and his wife walked 
from the lobby, they were handed a 
notice to announce that a bus would 
leave at 6 p.m. for cocktails, dinner 
and a Broadway show. 

When they emerged from the bus 
in front of the famous Toot Shor’s 
Restaurant, the ladies were presented 
with orchids. An elevator took every- 
one up toa private room where cock- 
tails, aon d’oeuvres and dinner were 
served. A few words of welcome were 
made by a couple of Worthington 
executives, followed up by a personal 
congratulation from Matt Lawler, 
vice-president, Worthington Air Con- 
ditioning and Refrigeration Division. 

During desert, two tickets with a 
dollar bill wrapped around them were 
handed out to all the wives. Tickets 
were for “Say Darling,” popular Broad- 
way musical, which was only an after- 
dinner stroll from the restaurant. Dol- 
lar bill was for taxi fare after the 
show back to the hotel—another small 
gesture that meant so much. 

Next morning we were scheduled 
to leave New York for Bermuda. Any- 
one that travels can vouch for the 
confusion that can exist at an airport 
prior to flight time. Pulling another 
“extra” from the hat, we arranged for 
Eastern Airlines to come to the Wal- 
dorf and check everyone’s baggage 
and tickets in the hotel lobby instead 
of at the airport. As they boarded the 
buses, they were given a little flight 
bag for smaller items. 

As Bermuda came into sight the 
plane started to buzz with excited 
conversation. Pilot was good enough 
to give everyone a prolonged look at 
the island before landing. Special 
arrangements were made by the Mac- 
Donald Company to expedite customs 
procedures and it wasn’t long before 
all guests were in a surrey, winding 
their way along Bermuda’s narrow 
roads to the Castle Harbour Hotel. 

Again the guests were pre-registered 
at the hotel and within an hour most 
of them were sunning themselves on 
JANUARY 


16, 1939 


| GRAND RAPIDS, MICH. 


the beach or at the pool. 

A cocktail party was scheduled for 
the courtyard that evening until the 
MacDonald tour director received a 
frantic call from the Worthington 
executive responsible for the trip ar- 
rangements. “Herb, did you see that 
full moon and the beautiful clear 
sky?” Nothing more had to be said. 
Cocktail party was promptly shifted 
from the courtyard to the patio side 
of the hotel so all could receive full 
benefit of the moon. Believe me, many 
comments could be heard about the 
full moon, the sky, water—again some 
more pampering that paid off. 

A planned itinerary filled the Ber- 
muda stay with loads of fun and 


relaxation, such as golf, fishing, swim- 
ming, yacht cruise, sight-seeing and, 
of course, shopping. Add to this good 
weather, caollien meals and a most 
congenial group, and the result had 
to spell out success. 

Only sad note was the realization 
that it all had to end. But even to 
the end, every detail was covered. 
Checking out of the hotel, the trip 
to the airport and flight back to the 
States, all ran smoothly. Again it was 
arranged to expedite the customs 
check and in no time at all the group 
which had grown to be more like a 
big happy family, all were on their 
separate ways to points all over the 
United States. 


insure the success of your incentive 
program ... with Happiness Journeys 


travel “know-how” 


Our experts will plan your entire incentive pro- 
gram from the selection of a theme to the awards 
to winners . .. arrange trips to anywhere in the 
world. Merchandise prizes through our associate, 
John Plain & Company. 


Write for free brochure Incentive Division 
of the best values in Happiness Travel Service 


incentive travel. 


6 East Monroe St. + Chicage 3, I1!. 


SERVICE 


is why America’s 


top companies meet at 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested—all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country 
So check with Manger before your next meeting 


—see the difference real service makes! 


| Cc tion Department, Mange: Hotels 


ALBANY, WN. Y. NEW YORK CITY 


THE MANGER THE MANGER VANDERBILT 
DeWITT CUNTON THE MANGER WINDSOR 


CHARLOTTE, N. C. ROCHESTER, W. Y. 
The Manger Motor Inn THE MANGER 
(Opening Late 1959) SAVANNAH 
CLEVELAND THE MANGER 
THE MANGER WASHINGTON, D. C. 
THE MANGER ANNAPOLIS 


THE MANGER HAMILTON 


THE MANGER THE MANGER HAY-ADAMS 


4 Park Avenue, New York, N.Y. (Dept. A-!) 


Please send me full information about Manger 
Hotels meeting and convention facilities. 
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Address —-———— 


| 
| 
tone | 
| 
| 
| 


Zone ——State. 


IN 
HOLLYWOOD BEACH, FLORIDA 


A 
Distinguished 
Resort Hotel 


Soliciting 


SALES MEETINGS 
20 to 200 people 
All-Inclusive Rates 


write 
G. S. Pickard, Manager 


Completely Air Conditioned 
and Heated 


PRIVATE BEACH 
CABANAS—POOL 


SEA 
CREST 


HOLLYWOOD BEACH, FLORIDA — 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


Manoir 
Richelieu 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
it June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence . . . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP LINES 


Get Off the One-Way Street! 


Give branch managers an opportunity to talk about their prob- 


lems. They can get more facts and inspiration from a two-way 


| meeting than the long parade of “brass” who greet fieldmen in 


| “tones of sweetest harmony,” then list their shameful neglects. 


By LES ALLMAN 
President, The Allman Company* 


AS BUSINESS MEN, many of us 
have taken part in countless sales 
meetings. We've been active as plan- 
ners and speakers or we've been lis- 
teners. To be honest about it, we'll 
all confess, frequently we've won- 
dered whether the dynamic presenta- 
tions and preachings—and cost of it 
all—are really worth-while. 

But how many of us have tried to 
get an answer to our “wonderings” by 
quizzing the men who sit as primary 
targets in all sales meetings? 

Each year, in several manufactur- 


| ing organizations that I know about, 


the same old question has bothered 
top executives—whether to bring all 
branch managers into one big annual 
meeting or just to call a small group 


| and have a series of meetings. Record 


shows that, year after year, it has 


| been thought best to have one big 


affair and really give field men the 
“whole works” at one and the same 
time. 
As soon as the date has been set, 
letters or bulletins have gone to 
| branch managers to announce details 
| of the big affair. Advertising and sales 
| promotion men have gone into action. 
A program had to be planned, 
speeches written. Elaborate, eye- 
opening presentations had to be 
whipped into shape. Few leisure min- 
utes were worked into the program, 
but the big idea was a carefully 


| stepped-up momentum that would 
| bring this year’s affair "p to a crash- 


ing climax—with every branch, man- 
ager on his feet in the closing mo- 


ments, vowing with might and main 


| to go back to his territory and break 
| all previous sales records to pieces. 


| meetings of this kind. 


Well, I have been “in” on many 


I've listened to the clanging cym- 


* Detroit 
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bals of the “top brass.” I’ve seen de- 
partment head after department head 
greet the visiting brethren from the 
selling field in tones of sweetest har- 
mony—and then proceed to list all of 
the rules, regulations, duties and ob- 
ligations which these sales people are 
said to be neglecting in the most 
shameful manner. With few excep- 
tions, speeches have been made by 
home office executives and depart- 
ment heads. Speech-wise it has been 
a one-way street. Boys from the ter- 
ritories, men who have special terri- 
tory problems and many other puzz- 
ling obstacles to meet and overcome, 
don’t get a chance to “orate” in the 
annual sales meeting. 

Year after year, when the meeting 
is over, the beleagured and berated 
branch managers have quickly gath- 
ered their belongings and swiftly de- 
parted. 


> What can be done to improve sales 
meetings and sales results? In one 
company, man in charge of national 
sales with nation-wide Ruusey branch 
set-up decided to hold a series of 
meetings—with only 12 to 15 branch 
managers in each meeting. He didn’t 
waste much time in special prepara- 
tions. He didn’t plan any “presenta- 
tions” and he didn’t hang up any 
inspirational banners. 

First group came in for a two-day 
session. Top sales executive spent all 
of the first day and part of that night 
in private discussions—talking to each 
branch manager alone about anything 
and everything that appeared to be a 
problem for that particular branch 
manager. Each conference was a two- 
way talk. 

On the morning of the second day, 
this executive met for a general dis- 
cussion with the entire group. Brief 
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1 THE RIGHT 
DIMENSIONS 
FOR YOUR CONVENTIONS 


“When The Saxony reopens this Fall, one thing you 
may be sure of: It will have “a corner in its heart” 
just for you ... for your Convention, Sales Meeting, 
Incentive Group or whatever affair you’re planning. 
Among all the new facilities 

being created, you’re sure to find 

a set-up that has just the right 

amount of elbow room for your 

party ... be it 25 or 2500. You’re 

also sure to find the whole 

Saxony Sales-Service Staff 

watching for the slightest crook 

of your finger. If there’s any- 

thing we can do for you right 

now... ideas, information, 

“guestimates” ... please dial me, 

collect, at JEfferson 8-6811. See 

you at The Saxony. 


HENRY G. PHILLIPS 
National Sales Manager 


EXTRA SPECIAL SERVICES! 


The Saxony offers all the usual services you 
would expect, plus a few with our own special 
twist-of-the-wrist: Imprinted Announcement 
or Reservation-Blank Mailing Pieces; Im- 
printed Guest Stationery; Imprinted Welcome 
Booklets, and other helpful material... 
WITHOUT CHARGE! Special Menus, Pro- 
grams, Announcements, etc., designed and 
printed IN OUR OWN SHOP at actual cost! 
Decoration, Display Work, Signs, Publicity, 
Photography arranged at cost; ditto Enter- 
tainment, Music, Sightseeing and many other 
assignments where our experience and energy 
can help you. 


GEORGE D. SAX, President 


Miami Beach: ROBERT “Robbie” ROBINSON 
JE 8-6811 Executive Vice President 
New York: 

YU 6-5044 
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Introducing... America’s Most Exciting New Rooftop Rendezvous, 
reached by aGLASS-WALLED ELEVATOR gliding glamorously skyward 
on the OUTSIDE of The Saxony {3} ... your window-on-the-world 


overlooking Miami Beach 


OVERLOOKS NOTHING! 


THE MOST UNCONVENTIONAL HOTEL 
IN MIAMI BEACH! 


The Saxony definitely assumes an unconventional 
approach to the business of serving conventions 

... by which we mean also Sales Meetings, Seminars, 
Executive Sessions, Incentive-Plan Groups 

or any similar gathering. 


A ROOM S 
OVER RYTHING 
caaeeneor” Dory lower 


In The Saxony’s philosophy, 

the member of any group booking differs no whit 
from the individual guest who pays top dollar at 

the top of the season. The group guest must 

enjoy the same lavish luxury, the same suave service, 
the same celebrated cuisine, the same heartwarming 
hospitality that have made The Saxony the continuing 
standard of comparison in Miami Beach. 


Now, over and above its accustomed advantages 

The Saxony provides unsurpassed new facilities for 
successful gatherings ... starting with 400 smart 
new rooms swathed in wall-to-wall luxury, backed by 
every modern comfort and convenience, every feature 
for sun and fun, enhanced by a fabulous 

collection of handsome meeting, eating, 

play and display rooms, to wit: 


The Ivory Tower, The Upper Echelon Club, The Grand 
Ballroom, The Petite Ballroom, The Veranda Room, 
The Bella Roma Lounge, The Ocean Terrace, The 
Cardinal Room, The Town Hall, and 

as famous as always... Ye Noshery! 


Naturally, you will have at hand every necessary 
item of helpfulness: Exhibit Space, 

P.A. Systems, Sound or Slide Projection, Boards, 
Rostrums, Registration Set-ups; Power and Water 
Lines, Easy Loading and Unloading .. . anything 
needed to help things run smoothly... 

plus an experienced member of our Staff detailed 
to stay with your affair from start to finish. 


If you are thinking of Miami Beach for your next 
gathering, write, wire or phone for 

Information That Will Give You Inspiration! 
P.S. — If you’re not thinking about Miami Beach 
... you should! 


The Most Exciting Block Front ON THE OCEAN at 32nd St. 


talks were made by half-a-dozen other 
executives and department heads. 
Everybody sat around a big table and 
most speakers made it informal by 
talking without getting to their feet. 
Keynote of the meeting was low-pres- 
sure, informative discussion. At one 
o'clock, luncheon was served in an 
adjoining office—where further visit- 
ing could be enjoyed. Meeting ad- 
journed after lunch—with the excep- 
tion of a few branch managers who 
stayed for further, brief and strictly 
personal talks with the chief sales 
executive. 


Now about results. Before leaving 


for their home territories, branch man- 
agers lingered a bit with ——- 
heads and other friends in the differ- 
ent divisions of the business. 

Later, I visited with the men who 
had talked with the branch managers. 
I learned that branch managers were 
going home happy and tremendously 
enthused about digging still deeper 
for more and more sales. 

One branch manager puts it this 
way: “This is positively the most sat- 
isfying, productive sales meeting I 
have ever attended in my 20 years 
with the company. It has all been 
concise, constructive and congenial!” 


peauep noon — 
ORFF nerEer ave 


SI, 


Convention 
headquarters with 
championship golf 
on the premises! 
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Boon Pedilcs 


HOTEL and CLUB 


27 holes supervised by famed Pro Sammy Snead, plus 9- 


hole pitch ’n putt! Also private ocean beach, two olym- 


pic swimming pools, cabana club, Gulf Stream fishing. 


For meetings: rooms of every size, accommodating up to 


700; theatre with huge stage and screen; expertly 


trained staff, 


Gourmet meals; five bars; dancing and entertainment 


nightly. 


For further information: |. N. Parrish, Convention Manager 


DEPT. 118 
BOCA RATON HOTEL and CLUB 


Boca Raton, Florida + Stuart L. Moore, President 
National Representatives: ROBERT F. WARNER, INC. 


Offices in 
New York, Chicago, Washington, Boston, Toronto 
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Another branch manager says: 
“This is the first time I have ever sat 
down alone with the boss and dis- 
cussed my problems.” 

Finally—and this is the evidence, 
proof to end all doubts — the sales 
records began to show immediate, 
substantial pick-up within 24 hours 
after branch managers got back to 
their territories. In the remaining two 
weeks of the month, following the 
sales meeting, sales level went to a 
new high — to the delight of sales 
executives and to the great satisfac- 
tion of management. Further, new 
interest and enthusiasm developed in 
all territories and were reflected in a 
general rise of sales over a sustained 
period of time. 

There were a number of interesting 
by-products of this sales meeting. For 
instance, the vice-president in charge 
of sales had a face-to-face, private 
visit with each of his branch man- 
agers. Of course, he gets around the 
country on various business trips each 
year, but it is physically impossible 
for him to see each manager in each 
territory every 12 months. But here, 
in man-to-man discussion of problems 
peculiar to each territory, he had 
some excellent opportunities to “size 
up” the growth and development of 
each man — observing the caliber of 
his judgment, his executive capacity, 
his insight into modern marketing 
techniques. 

What's more, each branch manager 
had his chance to measure the ca- 
pacity and all-around ability of the 
vice-president in charge of sales. If 
the top sales executive is capable and 
thoroughly competent, his men rec- 
ognize his worth and go back to their 
selling jobs with renewed interest, 
loyalty and enthusiasm. 

Later, when the branch managers 
had been back on the job for several 
days, each received a brief, friendly 
letter from the vice-president — per- 
sonally signed — with thanks for the 
fine cooperation extended during the 
sales meeting. 

“Boy, that’s the first time I ever 
got thanked by the boss for coming 
into the factory sales meeting!” This 
is the pleased, enthusiastic comment 
of one branch manager. 
> One thing to remember, of course, 
is that the big annual sales meeting 
still has its appeal. When conditions 
warrant, there just isn’t any substitute 
for the big meeting with its circus 
atmosphere, its dynamic presentations 
and inspired oratory. 

But feeb your eye on the low- 
pressure, informative sales meeting. 
It should give each field man a two- 
way conference with his chief execu- 
tive. You can’t hand a man any sub- 
stitute for such a privilege. 
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Facts 
about the 
COMMODORE 


NEW YORK’S BEST-LOCATED CONVENTION HOTEL 


LOCATION. Convenient, mid-town, heart-of-Manhattan location. Just 
minutes from business, shopping, entertainment centers . . . also 
from Coliseum and Madison Square Garden. Express subways, 
buses, taxis right at the door. 


TRANSPORTATION. Direct entrance from Grand Central Terminal. Air- 
line Terminals and Pennsylvania Station a few blocks away. 
Out-of-traffic special entrance for cars and taxis on Park Avenue 
Ramp, with Motorists’ Registration Desk. 


SERVICE. Experienced, smooth personal service by highly skilled staff, 


efficiency-trained for successful business functions. Telephone MU 6-6000 
Teletype NY 1-2477 


FACILITIES. 35 completely air-conditioned meeting rooms for groups of 
25 to 2500. All restaurants, lobbies, other public rooms, and 0 OC, 
Most guest rooms and suites, air-conditioned. WL ( 
ACCOMMODATIONS. 2000 guest rooms and suites in attractive types 42ND STREET AND LEXINGTON AVENUE 
New York 17, N. ¥. * A Zeckendorf Hotel 


one price ranges. an are cutside rocks and suites. All with SOU C. BGAN. Directét of Seles 
private bath and radio. Most are air-conditioned and have TV. LOUIS J. FIORA, Convention Manager 


* Very Important Props 


WORRIED ABOUT VIPs*? CALL RAILWAY EXPRESS! 


Railway Express understands sales executives who have the nerve-wrack- 
ing problem of setting up sales meetings—anywhere in the world. For 
Railway Express has had years of experience working with thousands of 
companies— providing the comprehensive service that insures dependable 
delivery of displays to exhibition halls. for 
Railway Express Itinerary Display Service can work out a complete 
schedule for point-to-point movement of your display by rail, air, or sea. 
Railway Express picks up your display material in all cities and principal 
towns in the U.S.A... . assures “VIP” treatment in transit. Our facilities—- 
domestic and international—can save you time, money and headaches, So, 
whether your sales meeting is in Paris (France) or Peoria, phone 
your nearest Railway Express Agent. He will be happy to help you. 


sales " 
meetings 
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NEW $34 MILLION hall is expected to keep Chicago in the running for convention business. 


New Chicago Hall Moving Right Along 


Bids open for construction of lakefront exposition center. Plans 


for two-level building follow survey of nine other cities’ con- 


vention facilities. Expect to start foundation work this month. 


CHICAGO MOVED one step closer 
Metropolitan Fair and 
Exposition Center when low-base bids 
totalling $21.7 million were opened 
recently. The 11 bids were on con- 
struction items including general 
work, structural steel, heating ventila- 
tion and electrical work. Foundation 
work could be started this month, says 
architect Alfred Shaw. 

Preparation of the lake front site 
has been completed. Irregular shore- 
line of Lake Michigan was filled in 
to provide space for an esplanade in 
front of the building. 

Mayor Richard Daley, in an all-out 
bid for the Democratic 1960 national 
convention, has assured the site com- 
mittee that the hall can be completed 
in time for the meeting. More con- 
servative observers estimate it will 
take from 20 to 24 months to com- 
plete the building once construction 
is underway. 

Metropolitan Fair Authority is leav- 


to its new 
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ing no stone unturned in an effort to 
make the new hall the most complete 
convention center in the country. 
Months’ long survey of nine other 
cities which compete for convention 
business carefully evaluated the cities’ 
physical facilities for trade shows and 
conventions. Auditoriums in each city 
were checkrated for environment, ac- 
cessibility, expansion possibilities, 
space, parking, door openings, verti- 
cal transportation, toilet facilities, food 
facilities and utilities. Chicago hall 
was then designed to eliminate many 
problems encountered in other halls. 

Hall is expected to counteract re- 
cent downtrend in Chicago’s conven- 
tion business. Convention attendance 
and spending has been declining since 
1955, say city fathers. Conventioneers 
are currently spending about $20 mil- 
lion a year. 

Hall will have two main levels. 
Lower level will be 20 ft. above the 
lake and upper level will rise 42 ft. 
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above the lakefront. Auto roads are 
planned to lead into both levels. 
Roads will accommodate buses and 
trucks in addition to cars. On the 
lower level a spur line from the rail- 
road will feed into the hall. 

Building will be built in modular 
sections — based on 30 ft. areas. A 
“utilities spot” with utilities and light- 
ing connections will be placed every 
30 ft. Upper level or Exposition 
Level will have 340,000 sq. ft. avail- 
able for shows. Area can be divided 
into three separate halls with use of 
movable walls. 

Maximum ceiling height will be 40 
ft. and the minimum 30 ft. Clear span 
of 210 ft. will be available. 

Lower level will feature two thea- 
ters, restaurant and cafeteria, seven 
shops, plus meeting rooms. Larger 
theater, called “the most modern ever 
designed,” will seat 5,000—with 3,000 
on the orchestra level. Stage will be 
60 ft. by 90 ft. with a proscenium 
arch 100 ft. high. Separate control 
room for audio visuals will be built 
in back of the theater. 

Parking areas for 1,800 cars are 
planned. Nearby Soldiers Field can 
accommodate an additional 6,000 au- 
tomobiles. 
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Accomplish More...Enjoy More—at the 
New, Convention-Perfect Diplomat! 


A COMPLETE CONVENTION WORLD-IN-ITSELF ...on its 
own 400-acre estate bordered by the blue Atlantic...the 
magnificent new Diplomat Hotel and Country Club offers every 
business and pleasure facility imaginable for meetings of from 10 to 1,000. 
For your conference: a wide choice of flexible, air-conditioned meeting 
rooms; 550 luxurious guest rooms; your own Country Club with 4 tennis courts, 
(Fred Perry, pro), and a challenging, 18-hole tournament golf course 
(Cary Middlecoff, pro); 4 swimming pools; 1,000-foot private beach; 
yacht basin with deep-sea fishing boats; top entertainment; and the 
finest food—served in 6 dining areas! All this just minutes from Gulfstream 
race track, Jai Alai, greyhound racing, and all sightseeing spots. 


SPECIAL FACILITIES: Hi-Fi Audio Equipment / Exhibit Areas / 
Theater Lighting Equipment / Print Shop / All Meeting “Props” 
Expert Service Crew / Projectors and Screens / Decorations / 
Shopping Promenade / Cabana Club / Steam Rooms and 
Solaria / Complete, Convention-trained Staff. 


THE | )] PIO AT eee 


HOTEL AND COUNTRY CLUB 


Write today for color brochure and complete information! 
IRVING TILLIS, Director of Sales « GEORGE E. FOX, General Manager 


THE DIPLOMAT / HOLLYWOOD-BY-THE-SEA / FLORIDA 


For complete information write or wire LEONARD HICKS, JR. & ASSOCIATES: Chicago 505 North 


Michigan Avenue «+ MOnhawk 4-5100 Teletype: CG 1264 New York City 


Circle 7-6940 Teletype NY 1-425 Washington, D.C 1145 19th Street, N.W. «+ ecutive 3-6481 


Teletype: WA 279 Cleveland Hote! Cleveland + Telephone PRospect 11-7827 -vV 203 
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How to Spend Exhibit 


Exhibit builder says competitive bidding short-changes the buyer. 


Bidders can’t learn enough about exhibitor’s problems to design 


effective displays. Year's exhibits must be planned at one time. 


IT’S ONE of the facts of life in the 
exhibit world that participation in 
trade shows will pay off handsomely 
if properly planned 

Let us take a big look at that big if. 

Proper planning leads to the right 
show with the right exhibit and the 
right message. 

In speaking to the prospective ex- 
hibitor, we tell him: 

You must know why you're going 
into a certain show. Answer cannot 
be simply that you're going in be- 
cause you were in last year, or be- 
cause your competitor is in, or be- 
cause your boss wife wants to buy 
a new outfit in the convention city, 
or perhaps because you feel you're 
stuck with the space anyway, so you 
might as well go in the show. Of 
course these reasons are all equally 
invalid. You want to go into a certain 
show because it offers the best me- 
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dium to tell your story to the largest 
number of potential buyers. 

And that means your making sure 
you are in the right show. How can 
you tell you're in the right show? 
Surveys, either by yourself or a quali- 
fied outside observer; by studying re- 
sults of attendance at previous shows 
(who was there, what were they seek- 
ing, and what did they buy); then 
carefully analyzing and interpreting 
this information in the light of your 
own experience and judgment. 

Now you have decided on the 
show. Next step is to plan your actual 
exhibit. Usual practice has been to 
send out for bids from a number of 
exhibit builders. Naturally you can’t 
give each bidder too much time. 
There are too many of them and not 
enough of you. So you give each one 
as little time as possible. Information 
he winds up with is sketchy at best, 
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By LEWIS BARRY 
President, Lewis Barry, Inc. 


certainly not enough to do an ade- 
quate job for you, but that’s the best 
that can be done in the circumstances. 

When bids come in you award the 
job to the lowest bidder, as though 
you were buying so much lumber, 
paint or hardware. Thought here is 
not what is the best exhibit, but what 
is the best bid. Besides, there isn’t 
time for more thought; we've got to 
get the exhibit built—the show date is 
getting dangerously close. 

So the exhibit is built and installed 
at the show, usually under the super- 
vision of a few reluctant salesmen 
who would rather be out seeing the 
sights of the convention city. Finally, 
the show opens, salesmen take their 
turns sitting in the booth reading 
their newspapers. Visitors drop by 
the booth, pick up literature and 
promptly exchange it at the next 

(continued on page 136) 
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By THOMAS B. NOBLE 
President, Advertising Trades Institute, 
Inc. 


LETS GET THE RECORD straight 
right from the start: I am a firm be- 
liever in good trade shows—and I am 
equally convinced that soundly-man- 
aged, sales-producing shows will 
always be an essential part of the na- 
tional, over-all sales effort. 

But, the so-called “break-away” 
specialized shows; trade association 
shows that are designed solely as 
revenue-producing sidelines to con- 
ventions, with no real sales value to 
exhibitors who have been delicately 
blackjacked into participation; poorly- 
conceived “one-shot” shows; public 
expositions that try to sell space mas- 
querading as business shows—all these 
shows, and they are legion, waste 
time and money of management and 
make it increasingly difficult for le- 
gitimate, proven business shows to 
attract their deserved exhibitors. 

Surely, in this era of automation — 
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Dollars More Wisely 


Show manager claims crop of poor shows make selection of good 


ones more difficult. Offers some criteria to judge worth-while 


shows and gives hints on how to capitalize on your investment. 


in which so many business relation- 
ships are created and maintained by 
impersonal printed materials, corre- 
spondence and occasional phone con- 
tacts — it is more than ever important 
for the seller and buyer to meet face- 
to-face and develop some apprecia- 
tion of each other. And, where can 
this better be done than at an annual 
or semi-annual business show, where 
both buyer and seller are in direct 
contact with each other? 

Yet, the bewildered (and often dis- 
gusted) sales-minded executive — be- 
sieged with show solicitations, aware 
of his over-all budget limitations, and 
perhaps soured on trade shows by 
virtue of some previous frustrating, 
costly experiments—has been gen- 
erally forced to “play it by ear” in 
recommending his company’s partici- 
pation in trade shows. He has de- 
veloped an understandable reluctance 


to “stick his neck out” for fear his de- 
cision may boomerang. This “better 
be safe than sorry” attitude has been 
the cause of many worthwhile shows 
folding their tents and stealing silently 
away into the night — to everybody's 
loss: show management, prospective 
exhibitors and most certainly the au- 
dience that could have gained so 
much from a_ soundly-run, logical 
show. 

This brief article is prompted by 
my personal belief in good trade 
shows—and my complete appreciation 
of the problems confronting the aver- 
age would-be participant in business 
shows. It is my hope that the follow- 
ing suggestions for analyzing a show’s 
true worth will be of help to the 
sales-minded executive, and will save 
him time and money and put him in 
a better position to recommend or 

(continued on page 138) 
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NO PLACE SO PERFECT SINCE 
THE INVENTION OF THE CONVENTION hil 


PREMIERE SEASON 


Oceanfront/47th to 48th Streets /MiamiBéach 
MIAMI! BEACH’S ONLY NEW 1959 LUXURY RESORT 


Exquisite banquet facilities .. 
areas.. 


. meeting rooms... display 
. perfect for the conduct of business. And 
for relaxation: magnificent pool, private 

beach, health club, fabulous food. 


Write for Convention Information Kit 


ADJOINING THE EDEN ROC AND FONTAINEBLEAU 
i ea RRR A RS a 2a 


thi impress adds the personal touch 


that means so much! 


CONVENTIONS and SALES MEETINGS 


Our superb facilities offer you an attractive choice of flexible rooms 
designed for groups of 10 to 1000... with special Display Areas, 
Penthouse Club, superior equipment and print shop. PLUS our 
own staff of convention experts 
whose thoughtful service assures 

you smoothly successful meetings. 


For leisure hours, our magnificent 
péol-lounge area...fun programs and 
nightly entertainment and dancing add 
to your pleasure. And we’re only minutes 
from golf courses, horse racing, deep sea 
fishing, boating, shopping...and Miami 
Beach Auditorium and Exhibition Hall. 
Write for Convention Brochure 
Georgla Hunter, Sales Mgr. Philip Snyder, Mgr. 
Kowal Ownership AFL/CIO Hotel 
completely air conditioned 


DIRECTLY ON THE OCEAN AT 43rd ST. » MIAMI BEACH, FLORIDA 


SSSR ESSE SSESEES SEES EEEEE SEES Se 


Perfect Setting for Executive Meetings 


On the Brink O’ The Beach 
Convention Season from May 15th to Oct. 15th 


© Luxury Accommodations for 100 persons 
2 New Meeting Rooms 
© Banquet Facilities for 200 


GURNEY’S Inn 


Ocean Front Cottages and Hostelry 
Montauk, Long Island 
Nick Monte, Owner-Manager 
bs Phone Montauk Point 8-2345 
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TUTTI TE I rire 


136 


| 
! 


SALES MEETINGS/Part II 


Exhibit Builder on: 
How to Spend Dollars Wisely 


(continued from page 134) 


‘booth for other literature. Eventually 
the show closes, the exhibit is put in 
storage somewhere, and everybody 
goes home to think of other things. 
The show is forgotten. 

This may sound like an exaggera- 
tion. It was intended to. But it hap- 
pens more often than you think. And 
why? Because little or no coordinated 
planning went into, arranging the ex- 
hibit program. No- over-all scheme 
was thought out or followed. Various 
steps — selecting the show, ordering 
the exhibit, installing and manning 
the booth, analyzing results of the 
show — were handled as individual 
operations, often in a most haphazard 
and perfunctory manner. 

Some years ago we began wonder- 
ing why there wasn’t some sort of 
guide or blueprint that exhibitors 
could use to help them tie all these 
loose ends together into one well- 
integrated program. Since there was 
no such guide available, we proceeded 
to create one. We got the advice of 
some of the best brains in the exhibit 
industry. We did a lot of research 
and development, and finally came up 
with a guide we modestly called the 
Barry-O-Meter, check list for a suc- 
cessful trade show exhibit. 


What struck us most in our re- 
search for this guide was the need 
for much greater collaboration be- 
tween exhibitor and exhibit builder. 
This collaboration we found strangely 
lacking. Advertisers work hand-in- 
glove with their advertising agencies, 
but for some reason that escapes us, 
they can’t seem to find the time to 
collaborate with their exhibit builder, 
although he occupies much the same 
place in his field that the advertising 
agent does in his. 

Of course, when you don’t know 
who is going to get the exhibit order 
— under the prevailing system of job- 
bing the order out for competition 
bids — you really have no regular ex- 
hibit builder. You have only a roster 
of suppliers you call on for bids. How 
can he help you with your exhibit 
problems when you don't give him 
enough time to study your exhibit 
problems? Besides he’s much too busy 
bidding on other jobs. 


Here again we must say 
prospe ctive exhibitor: 


to the 


“You wouldn't think of putting your 
trade paper ads out for bids to a half 
dozen agencies, yet you continue to 
handle your trade show exhibits in 
that manner. 


“You'd want your advertising agent’s 
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account executive to be in on the 
planning stage of every advertising 
campaign. You'd want him thoroughly 
familiar with your product and your 
selling problems. In fact, youd in- 
sist on it. 

“Yet your exhibit building agency, 
which could help you immeasurably 
with your entire trade show exhibit 
program is treated as just another 
supplier who must bid on every job. 
You are throwing away one of the 
most effective tools in your whole 
exhibit — accumulated experience of 
the exhibit builder — when you fail to 
use him to your best advantage.” 


> What can your exhibit builder do 
for you? He can start you off right 
by helping in the selection of shows, 
by advising what kind of exhibit you 
need to tell your story in the most 
effective manner, how to man your 
booth for best results, what to do 
about literature, lighting, floor cover- 
ing, seating arrangements, floral dis- 
plays, photographs, telephone service, 
furniture, and a hundred other things 
necessary and important to the suc- 
cess of your participation in the show. 
And he can do all this as part of an 
over-all coordinated exhibit program. 

But to do this effectively, he must 


meRS 


handle your entire exhibit program. 
He cannot accomplish all you want 
him to do, and all he is capable of 
doing for you, unless he is permitted 
to handle the entire exhibit program 
on a full-time agency basis. He must 
be with you from the start. He must 
be with you all the way, from selec- 
tion of the show, study of your prod- 
uct and sales problems, through de- 
sign and construction of your exhibit, 
installation, dismantling, servicing, 
and finally evaluation and analysis of 
results of the show. 

Sound costly? Actually not. Expe- 
rience has shown that this kind of 
over-all service by an exhibit building 
agency costs the exhibitor no more 
than the prevailing system of com- 
petitive bidding for each exhibit. In 
fact, cost to the exhibitor is actually 
much less. To begin with, half the 
exhibit builder’s time will not be 
thrown away in speculative bidding. 
It is no longer a dice game. It is now 
a continuing service—with the exhibi- 
tor the winner every time. 

With your account secured on a 
year-round basis, you will get the ad- 
vantage of the complete service your 
exhibit building agency can give you. 

How do we know? We have tried 
it — and it works! # 


IN OUR 


DO-IT-YOURSELF television installation attracts visitors to Allis-Chalmers exhibit 
at New York Stock Exchange. Exhibit depicts activities of Allis-Chalmers in 
eight areas of industry and technology. Visitors press one of eight buttons 
on an operating console and activate a hidden television camera which throws 
their picture on screen corresponding to their interests. Automatic record 
repeater delivers a short message. Timer regulates the length of individual 
exposures. Exhibit was built by Ivel Construction Corp., Brooklyn. 
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when YOU 
exhibit 

in 
CHICAGO 


do as 
CHICAGOANS 
do... 


More Chicago manufacturers 
use ‘‘General Exhibits’’ than 
any other source — to plan, 
design, build and service their 
exhibits. 


Most of our accounts have 
been with us five years or 
longer, and we serve many 
firms located in cities from 
coast to coasf. 


Our long experience and 
know-how make it easy for 
you — assure top results, 
and at reasonable cost. 


eneral exhibits 


& displays ine. 


2100 N. RACINE AVE. + CHICAGO 14 
PHONE EASTGATE 7-0100 


NOW AVAILABLE 


WORLD'S LARGEST COMBINED 
DRIVE-IN CONVENTION FACILITIES 


Just five minutes from downtown WASHINGTON, D.C. 


Economy, convenience, accessibility, characterize the Capital's 
two great new drive-in hotels each on the Virginia side of the 


Potomac, within a few minutes of the Pentagon and downtown 
W ashington. 


® 600 air conditioned rooms 

® Phones, free TV & Hi-Fi in every room 

@ Free parking for 750 cars adjacent to rooms 
®@ Choice of 10 meeting and banquet rooms 

®@ Free swimming pools 

® Free ice skating rink 

® Dining rooms, coffee shops 

®@ Barber and beauty shops 


2 FINE LOCATIONS 


Ma rriott MOTOR HOTELS 


Owned and Operated by the Hot Shoppes 


Marriott Motor Hotei Marriott Key Bridge Motor Hotel 
Twin Bridges @ On U.S. 1 Key Bridge, Washington, D. C. 


For Brochure and Reservations, Write: 
Marriott Motor Hotel, Twin Bridges, On U.S. 1, Washington 1; cy, 


ry 


\ccpemmnitiid 


The 1958 Season marked the n- 
ing of the newly enlarged r- 
light Room, comfortably seating 
comvention groups up to 600. 


BELLEAIR, CLEARWATER, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 36 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 

Groupe from the following companies were recently entertained at the Belleview: 
Travelers Ins. Co., Berkshire Life, Northwestern Mutual Life, Home Life, Metro- 


politan Life, Family Finance Co., Tanners’ Council of America, National Hide 
Assn., Paper Bag Institute and Broadcast Music Institute. 


», 


i 
{ DON CHURCH, Manager 
ai 
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Show Manager on: 
How to Spend Dollars Wisely 


(continued from page 135) 


vote against show proposals. 
Let’s start with first things first: 


1. Does the show have a durable 
record of actually showing “what's 
new’ to its visitors? 


If a show’s attendance record indi- 
cates a steady growth over the years, 
or if it attracts and holds a near- 
maximum attendance among qualified 
buyers year after year, chances are 
good that your firm’s exhibiting may 
be profitable. Responsible show man- 
agement welcomes close examination 
of past show attendance figures and 
breakdowns—and, conversely, the poor 
show, or faltering show, will try to 
cover up the facts or obscure them. 


2. Is the show primarily a business 
market place not operating in conflict 
time-wise with a convention or other 
form of association or industry gath- 
ering? 


If a show is simply a “step-child” 
to a convention, operated only for 
revenue-producing purposes — with 
show hours conflicting with business 
or technical sessions — then you are 
putting your money (and the time of 
your sales personnel covering the 
booth) to poor use. 

A well-run business show can stand 
alone—or if it is operated in conjunc- 
tion with a convention or technical 
meeting, show hours should not be 
fighting with meetings for the atten- 
tion of the men you want to talk to. 


3. Is the show’s management com- 
petent and professional in all re- 


spects? 


Responsible management can elimi- 
nate the “surprise factors” inherent in 
poorly-operated shows: There will be 
less unexpected labor charges, un- 
reasonable overtime and impossible 
access with too small elevator facili- 
ties. 

Good management usually means 
adequate electrical information, deco- 
rator cooperation, shipping sugges- 
tions and booth facilities. Good man- 
agement also will serve you,'as an ex- 
hibitor, in many ways, to eliminate 
petty annoyances that distract the 
exhibitor from his purpose at the 
show — to make contacts and develop 
new sales outlets. 


4. Is the show too expensive? 
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No show is too expensive—if it puts 
you face-to-face with the people you 
want to meet. And, equally, any 
show that does not do this is too ex- 
pensive, regardless of its low rates 
or other beguilements. 

In this connection, I sincerely ad- 
vise extreme caution in judging the 
so-called “break-away” or satellite 
shows that have split off from a major 
show to concentrate on one particular 
line or product group. Average busi- 
ness executives can only devote just 
so much time to show attendance — 
and very specialized shows may well 
be passed by for this reason, although 
some exhibitor groups are always at- 
tempting them. 


5. Are you prepared to back-up 
your exhibit properly, and do your 
own necessary promotion to insure 
worth-while attendance for your ex- 


hibit? 


Despite management’s multiple and 
collective efforts to promote the over- 
all show, the individual exhibitor, to 
realize full value from his investment, 
must make a real effort to alert his 
prospect’s to “what’s new” and im- 
portant at his booth. 

Here are some promotional sug- 
gestions, if you want your booth to 


pay off: 


Feature “what’s new” — even a 
new use of an old product. 


Demonstrate — there is a way of 
demonstrating an advantage or 
character of almost every prod- 
uct or service. 


Man booth with best company 
spokesmen, not trainees. 


Mail requested catalogs or large 
brochures to visitors requesting 
same. That way you can build 
your prospect mailing list, and 
insure better attention to what 
you offer. Small flyers, of course, 
should be given away at booth. 


Unrelated guessing games to get 
names are usually a poor sub- 
stitute for a good idea. 


Someday, I predict, there will be 
an impartial, unbiased source for 
trade show analysis researched and 
audited judgment that will afford the 
sales-minded executive a rating guide 
similar to other advertising media—so 
he can intelligently make his decisions 
on trade show participation. And, 
equally logically, prospective exhibi- 
tors will use experience and services 
of professional trade show consult- 
ants, on a per diem basis, to guide 
their thinking and create the best 
possible displays, promotion and fol- 
low-up activities. 


NEW TRAILER unit enables company to take its exhibit right to the prospect's 
front door. Currently being used to demonstrate new truck seats by the Bostrom 
Mfg. Co., Milwaukee, self-contained unit attaches to a regular passenger car 
without special fittings. Unit is designed by Hartwig Displays, Milwaukee. 
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ask the people 


who have.... 


JULIAN CONOVER 


AMERICAN MINING CONGRESS 


ROBERT G. WELCH 


AMERICAN STEEL WAREHOUSE ASS'N. 


PAUL E. JORGENSEN 


NATIONAL LICENSE BEVERAGE ASS'N. 


V. F. BAUMHEFNER 


ROYAL MeBEE 


SAMUEL J. BRECHNER 


WESTINGHOUSE APPL. SALES CORP. 


BEN JOSEPHS 


NATIONAL LIQUOR STORES ASS'N, INC. 


our best sales people 
are those who have proven 
there is nothing like.... 


the magnificent 


IVIERA 


hotel 
J 


COMPLETE FAILTIS FOR 
SHOWS SALES MEETINGS, CONVENTIONS 


Year-Round 


The perfect setting for success- 
ful conventions . . . large or small, 
The Berkshire Hills, site of the 
Tanglewood Festival, offers un- 
resorts, all 
sport facilities, theatres, museums, 


excelled hotels and 


and art galleries. Ideally located 
135 miles from New York 
and Boston. 
for complete information on 
group meeting facilities in the Berkshires, write 
CONVENTION SECRETARY, 


BERKSHIRE HILLS CONFERENCE, 
50 SOUTH STREET, PITTSFIELD 96, MASS. 


Offering new fine facilities for business and 
pleasure, magnificent new Terrace Ball- 
room, Auditorium and other conference 
rooms—adaptable to every type of meeting 
event... Terrace Cocktail Lounge, banquet 
facilities . . . indoor year round Swimming 
Pool. Championship golf course atop a 
superb 3500 acre mountaintop setting, 
secluded yet easily accessible. All sports in 
every season. 


Write for Conference Facilities Folder 


~ 


POCONO MANOR 


Pocono Manor, Pa. 

Phone (Mt. Pocono) 
TErminal 9-3611 

Betty J. Evans, Sales Mgr. 
John M, Crandall, Gen. Mgr. 


Vanishing American Plan 


it has been getting rarer, but American plan for conventions has 


advantages for homogeneous groups. It doesn’t work for city- 


wide meeting—delegates can’t return conveniently to their hotel. 


By E. D. PARRISH 
Director of Sales, Chalfonte-Haddon Hall 


AMERICAN PLAN, as American as 
pumpkin pie and once as common as 
were buffaloes on the prairies, is vir- 
tually unknown today to many hotel 
guests. Even stranger, many conven- 
tion managers either do not know the 
American plan or are unaware of 
what it has to offer their organizations. 

Once standard in most of the na- 
tion’s hotels, the American plan, ex- 
cept in a few resorts, has more and 
more in this century tended to become 
a vanishing American. In Atlantic 
City, Chalfonte-Haddon Hall is the 
only large Boardwalk’ hotel which has 
offered it uninterruptedly for more 
than 60 years. More of our guests, in 
fact, use the American plan than the 
European which we also offer. In the 
past several years American plan, in 
somewhat modified form, has been 
enjoying a renaissance in Florida. 

Historic American plan, dating 
from colonial days, offers a guest a 
room and three meals a day at a fixed 
price. In its heyday, in the last cen- 
tury, it was the most opulent attrac- 
tion in hotel history. From 50 to 100 
dishes were served at a meal. A guest 
was limited only by the cubic ton- 
nage of his stomach and his digestive 
discretion. If his foresight matched 
his appetite he carried a box of bak- 
ing soda in his luggage. 

Though many hotels today offer to 
conventions a series of table-d’hote 
meals as an “American plan,” there 
are substantial differences between 
this and the traditional American plan. 
It is these differences that make the 
old-time American plan especially de- 
sirable for certain types of conven- 
tions and meetings. (I do not recom- 
mend it for some types of conven- 
tions. ) 

What are the differences and how 
do they affect the success of a con- 
vention? 

The city hotel is built to offer a 
different type of service than the re- 
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sort hotel. It is geared to the fast 
tempo of metropolitan life. Time and 
space are at a premium in the city. 
Urban restaurants are designed to give 
rapid service and a quick turnover of 
seats. Popularity of stool-and-counter 
coffee-shop styles of eating stems from 
this. There are notable exceptions, but 
leisurely dining is not the rule in 
urban hotels. Moreover, in keeping 
with this quickest kind of service— 
and for most city hotels speedy serv- 
ice is synonymous with the desirable 
type of service — table-d’hote cannot 
provide too wide a choice of food. 

At a good resort, the American- 
plan guest, on the other hand, may 
choose from among five entrees at 
luncheon and eight at dinner. In addi- 
tion, luncheon buffet tables might 
offer a bountiful choice of 30 hot and 
cold dishes, including a wide selec- 
tion of appetizers, soups, vegetables, 
salads, cheeses, desserts and bever- 
ages. 

Just as important, the guest can 
suit his convenience as to the time he 
eats. In American-plan resort hotels 
dining is part of the scheme of relax- 
ing and resting and this operates to 
the advantage of the convention guest 
as well as to that of the vacationer. 
Larger dining rooms are the rule be- 
cause they are necessary for American- 
plan service. Waiters, instead of serv- 
ing from 20 to 30 persons per meal, 
have less than 20 to serve. All of this 
tends to elevate dining from a neces- 
sity to one of life’s pleasures. 

Generally speaking, informality, a 
friendly, club-like atmosphere and a 
predetermined fixed cost (including 
tips for dining-room and chamber- 
maid service) are among the most im- 
portant pluses of the American plan 
for convention use. 

American plan usually is ideal for 
company meetings, school meetings, 
reunions and the like. These groups 
are homogeneous and it is, in most 
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GROSSINGER'S HAS EVERYTHING 


Only 2 hours from New York, in the beautiful 
” Catskill Mountains, you'll find a blending FOR Sour MOST SUCCESSFUL 
of natural beauty and man-made ingenuity... 
1000 acres of fabulous resort estate, Cc oO Fe VW - wg Ti  @ |) Nd 3 
providing America’s most versatile setting for By 
every type of Convention, Sales Meeting, 
Training Seminar and Incentive-Plan Holiday. —— 
In this pleasant country atmosphere you'll 
enjoy every modern facility for the smooth 
functioning of your convention; all the x VCMT UITE TUTTI ERR a 
advantages of a captive audience, plus an a aly wreel ratare PUNT 
unequalled array of Sports, Social and 
Entertainment features. 


There’s the Championship 18-Hole Golf 
Course; Tennis on all-weather courts; Private 
Riding Academy anc Bridle Trails; Grossinger 
Lake for Swimming, Boating, Fishing; 


*. 


The spacious The Grossinger Cabana Club 
Dining Room seats boasts one of the world’s largest 
1400 guests ...to Olympic Swimming Pools 
enjoy Grossinger’s The new million-dollar 
nationally Indoor Pool and Health Club is 
tamed cuisine. being rushed to completion. 


Hunting in season; Outdoor Artificial Skating 
Rink open 7 months of the year; 

Skiing and Tobogganing in Winter; always 
Top-drawer Entertainment and Dancing 

to 2 fine Orchestras. 


There are 25 Meeting Rooms, to seat from 
10 to 1600 people . . . complete with 
latest ALTEC P. A. equipment, Movie and 
Slide Projectors and Large Screens, Tape Recording Facilities, etc. 
Convention Hall seating 1600 has 40’ x 20’ x 4’ Permanent Stage. OPEN ALL YEAR! 
Conveniently reached from all ALL SPORTS AT 
directions over 6-lane super highways ALL SEASONS 
... and by private plane to 
JENNIE GROSSINGER AIRPORT. FoR FULL-COLOR CONVENTION << 
BROCHURE AND COMPLETE DETAILS, 
Phone or Write 


@ > RICHARD B. BRAINE 


(D727? Director of Sales 
GROSSINGER HOTEL & COUNTRY CLUB 


NEW YORK OFFICE: 


GROSSINGER, NEW YORK BAECs tae 


10,000 Square Feet 
of Exhibit Space 
under one roof! 


JANUARY 


MEETINGS 
NEED NOT 


No one knows this better than 
meeting arrangements experts 
(and we humbly admit that we 
are). Whether your sales meet- 
ing, convention or trade show is 
a bore or not can depend upon 
everything from a 48 piece band 
who forgot their music to ash 
trays that don’t extinguish your 
cigarettes. 

Our expeditious handling of 
deluxe meeting services and our 
supply of fine accommodations 
is a conventioneers dream, so if 
you're planning a get-together 
anywhere west of Denver, call on 
us. 

Our exclusive Hoteletype serv- 
ice, makes it possible for you to 
confirm reservations, make spe- 
cial requests and arrangements 
in a matter of minutes. via your 
nearest Western Hotel, your 
travel agent, or our Chicago sales 
office. 


For more information on any 
one or all hotels, write; Western 
Hotels, Inc., Olympic Hotel, 
Seattle, Washington. 


Western 
_Hotels 


Liat 


Fine ai: 
Olympic Hotel, Seattle, Washington 


VANCOUVER, B. C.: GEORGIA 
SEATTLE: OLYMPIC, BENJAMIN 
FRANKLIN, ROOSEVELT 
SPOKANE: DAVENPORT 
TACOMA: WINTHROP 
BELLINGHAM: LEOPOLD 
WALLA WALLA: MARCUS WHITMAN 
WENATCHEE: CASCADIAN 
PORTLAND: BENSON, MULTNOMAH 
LOS ANGELES: MAYFAIR 
SAN FRANCISCO: ST. FRANCIS, 
SIR FRANCIS DRAKE, MAURICE 
PALM SPRINGS: OASIS 
DENVER: COSMOPOLITAN 
BOISE: BOISE, OWYHEE 
POCATELLO: BANNOCK 
BUTTE: FINLEN 
BILLINGS: NORTHERN 
GREAT FALLS: RAINBOW 
HONOLULU: HAWAIIAN VILLAGE 
SALT LAKE CITY: NEWHOUSE 


cases, desirable to keep them to- 
gether. In conventions of this type, as 
in many others, friends made across 
the breakfast, luncheon or dinner table 
and discussions that are carried on 
there, may mean far more in take- 
home advantages than prepared 
speeches made on ‘the convention 
floor. 

National, state and sectional meet- 
ings that use the American plan find 
that it creates a club-like atmosphere. 
Informal seating arrangements at table 
are conducive to pleasant social inter- 
course. As in dancing a Paul Jones, a 
feeling of camaraderie is engendered 
that goes far toward elevating and 
tightening the morale of the whole 
group. During meals each table be- 
comes a small meeting in itself and 
the plan lends itself well to organized 
exchanging of ideas. 

For example, more than 1,700 con- 
ventioneers of the America Fore Loy- 
alty Insurance Groups met recently. 
America Fore and Loyalty Groups had 
merged only two months before the 
convention. Those who attended the 
meeting came from all sections of 
the country. American plan was used 
with spectacular success. It helped 
break the ice between the two recent- 
ly joined groups and helped promote 
and cement friendships. Those who 
attended the convention were lyric in 
their praise of the American plan and 
of the hotel’s handling of the affair. 


Conventioneers 
Feel Important 
With Greeting 


Philadelphia Life lines road to 
hotel with welcome signs. Bell- 
man greets conventioneer by 


name and has room key ready. 


PHILADELPHIA Life Insurance Co. 
makes its salesmen feel important 
when they attend company meetings. 
At the same time, it gets its meetings 
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For certain trade associations, 
American plan should be scanned 
warily. For example, delegates to a 
city-wide convention with meetings 
schedule outside their hotel often find 
it impossible to return to their hotel 
for meals. Even when meetings are 
within the hotel, the program may 
require many and varied types of 
food service. Here, too, American plan 
may not be feasible. On the other 
hand, some of the best trade asso- 
ciations have traditionally and for 
many years used American plan at 
such hotels as The Greenbrier, The 
Homestead, Sheraton French Lick and 
Chalfonte-Haddon Hall, and they 
have been happy with it. 

American plan is not rigid. It can 
be modified to meet particular needs. 
It can, for example, be offered on a 
two-meal-a-day basis to fit the pro- 
gram of a convention which plans to 
have panel luncheons plans _ to 
arranged to include the convention 
banquet. And, usuall:. the dining room 
is open for long houis, a service ap- 
preciated especially by wives of con- 
ventioneers who find it more con- 
venient not to be bound by their hus- 
band’s schedules. 

American plan, therefore, has many 
advantages to offer convention plan- 
ners. You will find that when using 
American plan, economy, like virtue, 
is not only its own reward but carries 
other rewards with it. @ 


\ 


PRESIDENT Joseph E. Boettner wel- 
comes salesman and wife on arrival. 


off to a good start with a little extra 
preparation. 

For its recent convention at White- 
face Inn on Lake Placid, N. Y., it 
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BANFF SPRINGS HOTEL, playtime show place of Western Canada, nestling mile-high in the awe-inspiring Canadian Rockies, 
has 600 rooms, ballroom, meeting rooms. Recreation activities: fishing, riding, hiking, golf, swimming, shuffleboard, dancing. 


Get more done, have more fun at 


BANFF and LAKE LOUISE 


in the Canadian Rockies 


Nestled in North America’s most spectacular tall 
country, these world-famous resorts are ideally 


located and equipped for an unusual and memorable 
convention. Both offer full accommodations for gath- 


erings large and small during June and September. 


They are easy to reach, too, via fast, comfortable 


Canadian Pacific diesel trains. For information and 
reservations contact: Convention Traffic Department, 
Canadian Pacific Railway Company, Windsor Sta- 
tion, Montreal. We will be happy to handle all details 
and preparations for you, for the most successful con- 
vention you've ever staged. 


came ; > effe 
CHATEAU LAKE LOUISE with 400 rooms, offers mountain climbing, boating, Cnabtun Pacific 


swimming, hiking and trips to famous glaciers. Only 40 miles from Banff. 
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Sables Meng ae more 


productive at State Fair Park in Dallas! 


A QUIET, IMPRESSIVE SETTING 


featuring 


* 6 modern exhibit buildings (2 completely air-conditioned ) 
with ground level facilities for any size convention 
or trade show. 


« 3 auditoriums seating from 200 to 4,000. 


+ Adequate loading facilities, free parking and reasonable 
rentals. 


JUST 10 MINUTES FROM DOWNTOWN DALLAS 
HOTELS, RESTAURANTS & ENTERTAINMENT! 


Write — Sales Department, State Fair of Texas, Dallas 26, Texas, for details. 


STATE FAIR PARK+ DALLAS 


a 


a 


AMANI MGENI UWANDA 


COLORADO'S BEAUTIFUL 
ESTES PARK 


First choice for really exclusive, effective sales 
meetings and conventions . . . luxury amid the 
natural wonders of Colorado's Estes Park. Women 
love it! Private golf course, swimming pool, trout 
lake, stables . . . all sports. — 
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lined the mile-long stretch of wooded 
roads to the hotel with signs. It nailed 
4 ft. by 4 ft. boards on to trees. The 
signs had outlines of states represented 
at the convention with the words, 
“Welcome (name of state) Pliocs.” 
(Plicos are Philadelphia Life sales- 
men. ) 

Just before turning into the wooded 
road, salesmen were stopped by a 
uniformed guard in a red station 
wagon with blinking red light. A 
sign instructed them to stop. The 
uniformed man asked, “Your name, 
please?” and then sent them on their 
way. From his car, the guard used a 
walkie-talkie to notify another officer 
at the front of the hotel. 

While salesmen drove along the 
road they saw a group of signs: “You 
Worked Hard,” “To Get Here,” “The 
Trip Has,” “You Weary,” “But Now 
You're,” “At Whiteface,” “Relax And,” 
“Be Cherry,” “Plico.” 

With information on who was pro- 
ceeding up the road in what color car, 
it was easy for a loudspeaker to an- 
nounce—as the car pulled up to the 
hotel — “Philadelphia Life Insurance 
Company and Whiteface Inn welcome 
Mr. & Mrs. John Dough of Baltimore, 
Md.” This was all very flattering, but 
once again the conventioneer was sur- 
prised. The bellman said, “Welcome 
to Whiteface. You will be housed in 
room 341,” and he whisked the con- 
ventioneer right up to his room. 

All conventioneers were pre-regis- 
tered. With the radio call from the 
highway, it was no trick to check 
arrival time at the front desk and 
hand the bellman a room key to meet 
each guest at the door. 

After the warm welcome, no one 
could do any wrong. Even when it 
rained one da ay the glow of hospi- 
tality was sufficiently high to carry 
the group over the restriction to in- 
doors. @ 


Confession of a 
Meeting Chairman 


After intensive sessions, the 
meeting chairman summed up 
the convention progress with 
these words: 

“We have not succeeded in 
answering all of our problems. 
Indeed, we sometimes feel we 
have not completely answered 
any of them. The answers we 
have found only serve to raise 
a whole set of new questions. 
In some ways we feel that we 
are as confused as ever, but we 
believe we are confused on a 
higher level and about more im- 
portant things.” 
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Do You Give Your Men 
Parts in Regular Meetings ? 


Meetings invariably take on the character of the man who runs 


them unless he shares the platform with men in the audience. 


By E. V. WALSH 


EVERY WORTH-WHILE sales or- 
ganization of any size has its periodic 
sales meetings, so I don’t think any 
salesman gets “meeting-ed” to death 
as some seem to think. Whether they're 
once a week or once a month depends 
on the kind of product a man’s selling, 
how distribution channels function, 
and how much specialty selling is in- 
volved as compared to staple selling. 

The sales meeting is the place to 
get together every so often for an ex- 
change of ideas between all salesmen. 
It’s a sort of market place, a trading 
mart, and if a man never did anything 
at a sales meeting but turn in one 
good idea for the benefit of the other 
nine men in the office, and got one 
new idea from each of the other nine, 
he’d be taking part in the most pro- 
ductive type of meeting possible. 
Ideally, to arrange this meeting all 
the manager says to start the meeting 
is: “All right, fellows, let’s start talk- 
ing.” 

No man is immune to getting some 
good out of a well-planned sales 
meeting. Many sales meetings are 
conducted just because the “man up 
top” says, “A sales meeting will be 
conducted every Monday morning (or 
the first day of every month)” with no 
thought ever being devoted to the 
specific need for the meeting at that 
time. And all too many local or ter- 
ritorial managers conduct those meet- 
ings without a properly prepared pro- 
gram, just because “it’s policy.” 

In some organizations some young 
fellow who, unfortunately, has never 
been a salesman on a single call him- 
self during his 20 years in business, 
is delegated to “prepare detailed pro- 
grams for all field sales meetings.” If 
he’s a “pep artist” that’s the trend 
your meeting will take. Maybe he’s a 
contest or rivalry enthusiast. Then 
youll get a meeting with the manager 
in the role of a ringmaster, quite pos- 
sibly some of the garb to be worn 
being furnished to make the back- 
ground authentic. 

Unfortunately, some companies still 
think that those ideas are the ones 
to breed enthusiasm in a group of 
otherwise highly educated, intelligent 
salesmen who are expected to have 
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the knack to approach presidents, 
general managers, treasurers, control- 
lers, etc. But enough of that. Most 
companies are rapidly accepting the 
new order of things insofar as the 
modem-day salesman is concerned. 
And gradually the type of meeting 
that I've been ridiculing is passing 
out—just as are the type of individuals 
who've been responsible for the “side- 
shows.” 

Most experience proves that a good 
sales meeting can come only from 
good planning. It always has been 
my humble opinion that a manager 
who goes into his own sales meeting 
without a program planned in ad- 
vance is far better off to have no 
meeting at all. If a meeting isn't 
worth planning it’s not worth having. 

One of the most popular and profit- 
able sales meetings is the one that in- 
cludes as many as possible of the 
salesmen in attendance, each handling 


one of the assignments that are sched- | 


uled to be an important subject. It’s 
popular with each man who takes on 
such an assignment. It’s profitable to 
all because each salesman feels that 
his fellow-salesman can inject some of 
his own experiences—and _ belief—into 
his subject, even to a greater extent 
than if the manager occupied the only 
seat on the platform. 

When a man is selected to cover a 
certain planned subject, he’s usually 
selected because of his particular abil- 


ity to talk on this subject, as a result | 


of much experience and success in 
this phase of business. Being human, 
he’s bound to appreciate the compli- 
ment, honor and distinction, and in 
all my experience, ranging from three 
men to five hundred men at a time, 
I've never found a single man who 
didn’t put his heart and soul into the 
assignment a hundred fold—and do a 
better-than-expected job. 

I've conducted my share of one- 
man shows, hogging the entire spot- 
light myself, putting on the entire 
program with no help from anyone 
else, not for an hour or two, not for 
all day, but on many, many occasions 
for two days in succession. I'd wind 
up as limp as the proverbial wet rag 
at the end of the meeting. Yes, “con- 


gratulations, fine meeting,” came from 
many directions and my vanity re- 
sponded with gratitude. But, how 
many men who sat uneasily for two 
whole days actually remembered the 
details of my presentations? Very few, 
I know, and I confirmed those beliefs 
in later contacts. 

But take the meetings that are 
broken up by separate speaker for 
practically every subject, with the 
manager handling the high spots, in- 
troductions, and summary following 
each presentation. At the recess pe- 
riod and at the end of that two-day 
meeting you'll hear that “Art really 
handled his subject well. I was par- 
ticularly impressed by his remarks 
about ————.” And “Warren did a 
beautiful job with his paper. I liked 
the many personal experiences he 
talked about. They'll be very helpful 
to me.” 

On and on each speaker gets his 
praise as a result of the audience's 
memory. Of course, memory is 
strengthened because listening sales- 
men belive their fellow-salesmen more 
readily. John will take Art more seri- 
ously, and vice versa, than something 
that the manager covers as a result 
of the meeting package from the 
home office. 

In later years, while I always pre- 
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pared the program, I made it a point 
to initiate the subjects like this: 


1. Ask each salesman to submit a 
list of subjects that he’d like to hear 
covered at a forthcoming sales meet- 
ing, and to name the individual he'd 
like to see cover it, and explain why. 
(That made each man think seriously 
about the forthcoming meeting.) 


2. Assign subjects accordingly to 
the men suggested, within certain 
reason, of course. Guide and assist 
them in their personal preparation of 
their papers. 


Naturally, a manager has to keep 
things within reasonable bounds. He 
has to hold control. His timing of sub- 
jects to the clock is an important con- 
sideration. 

The frequent sales meeting can be 
a source of tremendous enthusiasm 
and education for the salesman, as 
long as it is considered seriously by 
the manager and handled in an intel- 
ligent way. The sales meeting is not 
a gathering for the purpose of having 
fun, or taking part in a ring-around- 
Rosie dance, or a May-pole demon- 
stration. Sales records that are quoted 
are to offer examples of possibilities, 
not for embarrassment or chastise- 
ment. Silent comments (if there are 
such echoings) are in order for the 
less fortunate boys with the lower 
scores; praise and emphasis of that 
praise for the boys up on top of the 
list. 

Sound explanations of progress are 
always in order, with careful analysis 
of the job yet to be done each re- 
maining week, each remaining month, 
by each man. 

It wasn’t so long ago that it was a 
cardinal sin by the manager if he 
discussed company figures with sales- 
men, but that day is gone. For good, 
I hope. A frank discussion of perti- 
nent figures from the company’s per- 
formance chart is always in order. 
Who’s in a better position to discuss 
sales figures than those fellows who 
actually create them — the salesmen? 

So you see, there is always a great 
deal in a sales meeting that can bring 
good. Don’t criticize the lack of bene- 
fits until you search your own mind 
and determine how much good you 
are personally injecting into the meet- 
ings you've been conducting or at- 
tending. 

No person has a right to take more 
out of a proposition than he puts into 
it. When a salesman starts to ask at 
the close of your next sales meeting, 
“What did I get out of that darned 
meeting?” continue the questioning 
and encourage him to answer this 
question: “What did I put into that 
meeting?” @ 
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Birds Eye Takes to the River 


(continued from page 33) 


Lest you assume that all was fun 
and frolic, take note of serious ses- 
sions. Birds Eye had a new marketing 
concept to introduce to its sales force. 
While it added drama to its story, it 
provided the ingredients to help sales- 
men move the expanded line. 

At first “ingredients” were intro- 
duced through cannibals who poured 
sundry items into a huge pot. In this 
“Let's Cook Up Sales” session, sales- 
men and company executives wore 
chef's hats. They heard Albert Mor- 
mont, renowned chef, explain how 
Birds Eye’s Master Chef foods were 
conceived and developed. ‘Then Harry 
Trimm, Prepared Foods Product 
Group manager, served up the mar- 
keting facts. 

Another session put Birds Eye 
fruits, vegetables and potato products 
on trial. This mock trial, presided 
over by Howard Lochrie, manager of 
this product group, accused and de- 
fended each product in the market 
place. Birds Eye won the case hands 
down. 


Tape recorded sound effects and 


strip-off progressive charts were used | 


to tell the marketing story at another 
session. All business meetings were 
fast paced and packed with old- 
fashioned selling M soy The diet may 
have been heavy, but dramatics made 
it palatable. 


It was easy to prove the extra | 
quality of the Birds Eye line. Chef | 


Albert Mormont personally supervised 


the serving of Birds Eye products at | 


one banquet which left everyone con- 
vinced that he was selling the best 


food on either side of the Mississippi. | 


Salesmen never dreamed that food 
staples could be concocted into the 


gourmet delights as served up by | 


Albert. 

Everything about Birds Eye Sales 
Showboat was integrated into the old- 
time theme. The oversize program 
was bordered by Gay Nineties ads. 
(Example: “Prof. Barber’s Goose- 
Grease produces an instantaneous lux- 
uriant moustache on the smoothest 
lip.” Another ad, for the police de- 
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partment, proclaimed, “Spend the 
night with us. You've earned it. Free 
loading.”) 

One side of the printed program 
listed entertainment features; other 
side offered business sessions. Each 
executive named on the program was 
given a title. For the program it was 
“Captain” Mentley, and all other 
company officials carried the title 
“Windy.” 

If all Birds Eye’s activities sounded 
somewhat spectacular, it is because 
this meeting was special in many 
ways. This convention kicked off a 
30th anniversary selling era, in addi- 
tion to introducing new marketing 
approaches. 


> Mentley explains some of the think- 
ing behind Birds Eye’s plans: 

“It is our feeling that the choice of 
location for a meeting is secondary 
only to the message to be imparted. 
Often times the location is one of 
convenience and completely without 
imagination. Available to any organi- 
zation planning a major convention 
is a myriad of hotels, country clubs 
and halls, which in most instances can 
accommodate any business meeting. 

“However, in many cases, a par- 
ticular location can contribute a spe- 
cial atmosphere and can be ‘mer- 
chandised’ as an integral part of the 
over-all plan. 

“S.S. Delta Queen not only pro- 


vided us with a location but also gave 
us a unique atmosphere which will 
be remembered as a special kind of 
experience to all those in attendance.” 

So well did the company handle 
time aboard the Queen, nothing went 
amiss. The old pros aboard never saw 


such an orderly group. (They never 
had time to get out of hand.) 

When something wasn’t going on, 
just the thrill of sailing down the river 
was exciting. Each time darkness or 
fog created a hazard, the Queen was 
tied up to the nearest tree on shore. 
Drawing only seven feet of water, the 
grand old lady could be moored almost 
anywhere. 

Cabins were small aboard this craft 
of bygone era, but nobody seemed to 
mind. Constant excitement of new 
things to see and new challenges to 
be met made up for smaller than 
ordinary quarters. 

Planned in advance, the Queen was 
tied up at Donaldsonville, a small, 
small town. At this point the boat was 
met by a van to deliver an Oldsmo- 
bile to the top district sales manager. 
It was brought up to the boat under 
wraps. When “Captain” Mentley 
pulled on the cord, he expected to 
unveil a 1901 Oldsmobile which he 
had planned as the gift. Underwraps 
was a brand new 1959 model — 
switched by other executives who 
surprised Mentley by presenting the 
1901 car to him as a pre-retiring gift. 
Winner of the new car was Joseph 
Hayes, district manager, Dallas. 

Birds Eye salesmen were given 
many opportunities to show their re- 
sourcefulness. One evening was 
planned as a treasure hunt. It re- 
quired costuming. As salesmen left 
one business session, they were con- 
fronted with a table filled with eye 
patches, black sashes and other pirate 
gear. They were required to select 
from the vast array and create pirate 
costumes—with prizes for the best. 


JAY MILLS, sales service manager, Fred Otterbein, general manager and v-p, 
and Wayne Marks executive v-p, made pre-trip from Cincinnati to Memphis. 
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CONFERENCES of John Curran, general coordinator of the expedition, Arthur 
Meeken, sales service manager and Ralph Garside, national sales manager, 
continued night and day almost up to last hour before program started. 


PRES TOLMAN, Gordon Nereim and Harry Redman, of The E. F. MacDonald 
Company, were responsible for coordinating travel and all entertainment. 


Later that evening they went hunt- 
ing for private treasure — a la the 
scavenger hunt. Best clue solvers 
found the hidden treasure chests. Each 
chest contained a slip with a prize 
named on it. Slips, of course, were 
redeemable for prizes named. 

Everyone had a whale of a time 
aboard the Queen. It was fun; it was 
exciting. But it was challenging, too. 
Salesmen were so fired up with new 
marketing ideas and new product 
sales possibilities, they took off like 
jets when the Queen docked. Nobody 
stayed in New Orleans to see the 
sights. Each man took the fastest 
transportation home to put to work 
the ideas and sales approaches 
drummed into him as he sailed the 


Mississippi. 


JANUARY 16, 1959 


Birds Eye executives couldn't have 
been more pleased with the reaction 
of salesmen. If salesmen were on fire, 
it wasn’t an accident. Everything 
about the Sales Showboat was planned 
that way —and all coordinated by 
John Curran, manager, sales promo- 
tion. Says Mentley, “Curran and his 
staff put the energy and imagination 
into this meeting to make it succeed. 
Their interest and alertness to prob- 
lems and unforeseen conditions made 
our most complicated plans work as 
smooth as the river current.” 

As the stately Queen sailed back 
up the river from New Orleans, it 
bore along some of the strangest 
memories. Imagine launching a 
frozen food marketing campaign on 
the river! @ 
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Happiness Travel Service, Inc. 

Harmony Guest Ranch 

Fred Harvey Hotels 

Hawaii Visitors Bureau (Honolulu, Hawaii) 

Havane Riviera Hotel (Havana, Cuba) .. 

Hotel Hershey (Hershey, Pa.) 

Hilton Hotel Corporation 

Hilton Hotels International 

Hollywood Beach Hotel (Hollywood 
Beach, Fia.) 

The Homestead (Hot Springs, Va.) 

Hotel Corporation of America 

Henry Hudson Hotel (New York City) ... 


The Inn (Buck Hills Falls, Pa.) 
Intercontinental Hotels 

International Amphitheatre (Chicago) ... 
Ivel Construction Corporation 

Jam Handy Organization 

Jefferson Hotel (Atlantic City) 

Hotel Jefferson (Richmond) 

Jung Hote! (New Orleans) 


Key Biscayne Hotel & Villas (Miami) ... 

King Edward Hotels (Jackson, Miss., 
Beaumont, Texas) 

King's Gateway Hotel (Land O' Lakes, 
Wis.) 


LaConcha Hotel (San Juan, P. R.) 
Leake Tarleton Club (Pike, N. H.) 
LaSalle Hotel (Chicago) 
Hotel Lawrence (Erie) 
Lido Hotel (Long Island, N. Y.) 
Lincoln Chamber of C ce 
tion Committee (Lincoln, Neb.) 
Long Beach Chamber of C 
Beach, Calif.) 


Madison Hotel (Atlantic City) 

Manger Hotels 

Hotel Manhattan (New York City) 

Manoir Richelieu (Murray Bay, Que.) .. 

Marott Hotel (indianapolis) 

Marriott Motor Lodge (Washington, D.C.) 

Massaglia Hotels 

Matson Navigation Company 

City of Miami 

Miami Beach Exposition Hail 

Mission Inn (Riverside, California) 

Mississippi Gulf Coast 

Mont Tremblant Lodge (Mont Tremblant, 
Que.) 

Montauk Manor (Montauk Manor, N. Y.) 

Montmartre Hotel 

The Motel on the Mountain (Suffern, N.Y.) 118 
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Mount Airy Lodge (Mt. Pocono, Pa.) ... 

Mount Washington Hotel (Bretton Woods, 
N, H.) 

Hotel Muehlebach (Kansas City) 

Myrtle Beach Chamber of Commerce ... 


Nassau Beach Lodge (Nassau) 
Nassau Tavern (Princeton, N. J.) 
National Airlines 


AMAICA 


" ISLE OF DREAMS COME TRUE 
= | 


Unparalleled as an elegant, 

fun-filled place for group 

meeting or Incentive trip... 

the luxurious Arawak, on 

Arawak P.O., Jamaica's smart fashionable 

Ocho Rios North Shore—American Plan, 
Jamaica, 8.W.!. Jamaica flavor! 


New York Trade Show Corporation 
Hotel New Yorker (New York) 

Northernaire (Three Lokes, Wis.) Robert M. Seusre, Gen. Mer. 
Northwest Orient Airfines, Inc. ........ 


Palm Beach Biltmore Hotel (Palm 
Beach, Fia.) 
Pan American World Airways, Inc. ...... 
Park-Sheraton Hote! (New York City) .. 
Peninsular & Occidental Steamship Co... 
Pickwick Hotel (Kansas City) 
Pocono Manor Inn (Pocono Manor, Pa.) . 
Hotel Ponce De Leon (St. Augustine, Fla.) 
Ponte Vedra Club (Ponte Vedra, Fia.) ... 
Hotel President (Kansas City) 
The Prudential Insurance Company of 
America 
Puerto Rico Visitors Bureau 


The Queen Elizabeth Hotel (Montreal)... 


IN J 


Radisson Hote! (Minneapolis) 

Railway Express Agency 

Richmond Hotels, Inc. .............-4-- a4 - ; 
Riviera Hotel (Las Vegas) —— =, 


an ioe Completely air-conditioned; 176 balconied rooms; beach, pool, 

Roosevelt Hotel (New Orleans) 

St. Moritz Hotel (New York City) _ tennis, pitch ’n’ putt and driving range; fishing, water- skiing, 

Sundin Mealee Ceaveation Gurece _ Jippi Jappa Lounge, fabulous Limbo Room Supper Club! 
(Santa Monica, Calif.) 

Saxony Hotel (Miami Beach, Fic.) For full information: write, see your Travel Agent, or call: 

Schimmel Hotels New York, Cl 7-6940; Chicago, MO 4-5100; Miami, PL 4-1667; 


Schi Hotels 
rege Pee Hotel (Hollywood Beach, Fla.) 128 Cleveland, PR 1-7827; Washington, D.Cc., EX 3-6481 


Seville Hotel (Miami Beach, Fila.) 
Shawnee Inn (Shawnee-on-Delaware, Pa.) 
Shelburne Hotel (Atiantic City) 
Sheraton-Cadillac Hotel (Detroit) 
Sheraton Corporation of America .... 
Sheraton-Gibson Hotel (Cincinnati) 
Sheraton-Park Hotel (Washington, D. C.) 
Sheraton-Ritz Carlton Hotel 

(Atlantic City) 
Hotel Sherman (Chicago) 
Sho-Aids 
Shore Club (Miami Beach, Fia.) 
The Shoreham Hotel (Washington, D. C.). 
Skirvin Hotels (Oklahoma City) 
Skyline Inn (Mt. Pocono, Pa.) 
Skytop Club (Skytop, Pa.) 
Sleepy Hollow Beach Hotel 

(South Haven, Mich.) 
Southwest Hotels, Inc. ............++5- 
Stardust Hotel (Las Vegas) 
State Fair of Texas (Dallas) 
Sun Valiey (Sun Valley, Idaho) 
Swig Hotels 


Tabery Corporation 
Tamanaca Motel (New Orleans) 
Tele Prompter Corporation 
Trans Canada Airlines 
Trans Ocean Airlines 
Trans World Airlines, Inc. ........... Cover 2 
Tulsa Convention and Visitors Bureau 
(Tulsa, Okla.) 


Union Stockyard & Transit Company .... 
CN Bees TER. vce scckcecccsenecs 
United Van Lines 

U. S. Hotel Thayer (West Point, N. Y.).. 


Villa Moderne (Highland Park, Ill.) 


Groups of 25 to 530 enjoy the ideal 
accommodations offered here: 


e Entire hotel 100% Air- 
Conditioned. 

e Only New York hotel with a 
fully equipped theatre; 530 
comfortable, spring-cushione 
seats. Can be set up s 
room, auditorium o 


expanded to suit. 
Closed circuit telecasts. 
Superb catering facilities— 
luncheon, banquet or cocktail 
party. Chefs of world renown. 
1200 rooms, air-conditioned 
and thermostatically controlled 
for year-round comfort for out- 
of-town guests. Private bath, 
radio in every room. TV. 
Owner - Management assures personalized 


service. Arrange 1958-59 bookings now. Write 
to Director of Sales for illustrated brochure. 


Western Hotels 

Wheaton Van Lines, Inc. ............-. BARBIZON-PI AZA 
The Wigwam (Litchfield Pork, Ariz.) ... 

Willard Hotel (Washington, D. C.) 

Wilding Picture Productions 


Williamsburg Inn & Lodge (Willioms- Overlooking Central Park. Just 2 blocks to New Coliseum. 
106 CENTRAL PARK SOUTH AT 6TH AVENUE, NEW YORK 19, N.Y. 
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Put the Wind Back 
In Your “Sales” 


The tremendous popular appeal 
of meeting in “old world 
Nassau", now coupled with the 
famous British Colonial hotel 
will stir up a breeze in your 
sales force. 

May | send you group informa- 
tion and rates? 


DAVE RANDALL 
Soles Office 
P. ©, Box 4037 — Fort Lauderdale, Fic. 
or call collect JA 3-7303 


The British Colonial 


Nassau in the Bahamas 


BEST I'VE HEARD 


RTM PBL SOLES BRIO EE 
An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a point. 


Shawnee Qnn 


SHAWNEE-ON-DELAWARE, PA. 


A distinguished summer resort 
in the Poconos catering to ca- 
pacity meetings during May, 
June & September, October. 
Accommodations for smaller 
Executive Groups in July & 
August. Air-conditioned public 
space. Capacity 225-250. “Golf 
Capitol of the East”, plus other 
sports facilities. 


WELDON S. GARRISON 
General Manager 
EDGAR A. SWEET 
Sales Manager 
Telephone 
STROUDSBURG 140 
Int'l. Reps. 
ROBT. F. WARNER, INC. 
17 East 45 St. 
NEW YORK 
MU 2-4300 


Subject: SLOGANS 

You can be trapped with an 
advertising program that is based 
on a slogan and little else. The 
effect of a slogan often is twisted 
in the market place. 

For instance, you walk past a 
church and on a large sign is 
lettered: “Make your worst enemy 
your best friend.” Around the 
corner, the sign in front of the 
church reads: “Drink is man’s 
worst enemy.” 


Subject: KNOWLEDGE 

Persistent book salesman rode 
up and down in the elevator of a 
large building. He tried to sell the 
little old elevator operator a hand- 
some set of books. 

The operator listened while the 
salesman enlarged on the vast 
stores of information to be ac- 
quired from the books he was offer- 
ing on a convenient payment plan. 
Finally the operator cut the presen- 
tation short with: “”Twouldn’t be 
no use to me, sir. I know heaps 
more now than I get paid for.” 


Subject: SON-IN-LAW 

“I understand you have a new 
son-in-law,” said Smith as he met 
an old friend at the annual ban- 
uet. 

“Yeah, but he’s no better than 
the rest.” 

“What’s the matter with him?” 
asked Smith. 

“He can’t drink and he can’t 
play cards.” 

“What's wrong with that? It 
sounds like an improvement,” said 
Smith. 

“Oh no it’s not. He can’t drink 
and he drinks; he can’t play cards 
and he plays.” 


Subject: TROUBLE 

A teacher wrote this note to 
Johnny’s mother: “Johnny is a good 
student, but I must find some way 
to take his mind off the little girls.” 

Back came a note from Johnny’s 
mother. “If you find a way, let me 
know. I’m having the same trouble 
with his father.” 
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Subject: IMPOSSIBILITIES 

We are prone to consider some- 
thing impossible because for years 
it’s been said it couldn’t be done. 
“We know so much that just isn’t 
so,” is attributed to Mark Twain, 
and he’s right. 

Chemists up in Cambridge, 
Mass., took a sow’s ear, extracted a 
glue from it by boiling, and spun a 
silken yarn. From this they had a 
purse woven—just to prove that you 
can make a silk purse out of a sow’s 
ear. 


Subject: SALES PSYCHOLOGY 

The salesmen couldn’t interest 
buyers in a line of over-priced, 
useless tools, so the sales manager 
called a meeting. He lectured and 
berated them for their lack of 
initiative. He then introduced a 
psychologist who claimed that a 
three-word introduction would 
solve all their problems. 

All you have to do to interest 
customers, he pointed out, is to 
greet prospects briskly with one of 
his three- word magic introductions. 
Samples: “Hello, my friend!” or 
“You look good!” 

The psychologist then asked if 
any of the salesmen knew any sure- 
fire, money-making introductions. 

One of the salesmen in the back 
of the room stood up and said sure 
he knew one: “Stick ‘em up!” 


Subject: OUTER SPACE 


A Martian landed on a street 
corner frequented by a group of 
teenagers. “Take me to your lead- 
er,” he said. 

They marched him into the 
nearby sandwich shop where the 
gang leader was playing a pinball 
machine. A ball hit the bonus but- 
ton, the buzzer sounded, bells 
rang and lights whirled and flashed. 

The man from outer space 
brushed the leader aside, put both 
hands on the machine and softly 
said: “What’s a beautiful dame 
like you doing in a crummy joint 
like this?” 
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Whatever you need for 
your convention, the Sheraton- 
Cleveland has it. 


\PARLOR FLOOR 


Terminal Room 


Empire Room 


EAST 


NEW YORK 
Park-Sheraton 
Sheraton-East 
(formerly the 
Ambassador) 
Sheraton-McAlpin 
Sheraton-Russell 


BOSTON 
Sheraton-Plaza 
WASHINGTON 
Sheraton-Carlton 
Sheraton-Park 


PITTSBURGH 
Penn-Sheraton 


BALTIMORE 
Sheraton-Belvedere 


PHILADELPHIA 
Sheraton Hotel 
PROVIDENCE 
Sheraton-Biltmore 
ATLANTIC €1TY 
Sheraton Ritz-Carlton 
SPRINGFIELD, Mass. 
Sheraton-Kimball 
ALBANY 
Sheraton-Ten Eyck 


ROCHESTER 
Sheraton Hotel 


BUFFALO 

Sheraton Hotel 
SYRACUSE 
Sheraton-Syracuse Inn 
BINGHAMTON, N. Y 
Sheraton-Binghamton 
(opens early 1959) 
MIDWEST 

CHICAGO 
Sheraton-Blackstone 
Sheraton Hotel 
DETROIT 
Sheraton-Cadillac 
CLEVELAND, Ohio 
Sheraton-Cleveland 
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MEZZANINE FLOOR 
Wedgwood Room 
Whitehall Room 
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Sheraton is now ready to go to work for you at the 
magnificent Sheraton-Cleveland Hotel. Formerly the 


Cleveland, this hotel has always been the city’s num- 
ber one convention address. The location is unbeatable 


right next door to Terminal Tower, in the heart of 


downtown Cleveland, just minutes from the Public 


Auditorium. Over 30 convention rooms or com- 
binations are available for meetings from 25 
to 1420 persons, plus 6,000 square feet 
of exhibit area make the con- 
vention facilities of the 
Sheraton-Cleveland 
flexible and practically 

limitless. 


s 


For detailed information, con- 

tact Mr. Ralph G. Moorhouse, Sales 

Manager at the Sheraton-Cleveland or Mr. 

Paul Mangan, National Convention Manager, 

at the Sheraton-Park Hotel, Washington, D. C. They’ll 

give you the kind of helpful, straight-from-the-shoulder 

information that you can expect from all the people at 

all the Sheraton Hotels, coast to coast in the U.S.A. 
and in Canada. 


Lobby Floor (not shown) has three magnificent function rooms: The 


Rose Room, 


seating 130 persons, The Green Room seating 130; and the 


Cleveland Room seating 500. The Green and Cleveland Rooms combine for 
a capacity of 630. 


(S) SHERATON HOTELS 


CINCINNATI 
Sheraton-Gibson 
ST. LOUIS 
Sheraton-Jefferson 
OMAHA 
Sheraton-Fontenelle 
AKRON 

Sheraton Hotel 
INDIANAPOLIS 
Sheraton-Lincoin 
FRENCH LICK, Ind. 
French Lick-Sheraton 
RAPID CITY, S.D 
Sheraton-Johnson 


SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton-Warrior 
SIOUX FALLS, S. D. 
Sheraton-Carpenter 
Sheraton-Cataract 
CEDAR RAPIDS, lowa 
Sheraton-Montrose 
SOUTH 
LOUISVILLE 
Sheraton Hotel 

The Watterson 
DALLAS 
Sheraton-Dallas 
(opens early 1959) 


AUSTIN 
Sheraton-Terrace 
Motor Hotel 
MOBILE, Alabama 
The Battle House 


WEST COAST 

SAN FRANCISCO 
Sheraton-Palace 

LOS ANGELES 
Sheraton-West 
(formerly the 
Sheraton-Town House) 
PASADENA 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton Hotel 
(opens fall 1959) 


CANADA 
MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 


NIAGARA FALLS, Ont 
Sheraton-Brock 


HAMILTON, Ont. 
Sheraton-Connaught 
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LOOKS EASY... 


Championship form just looks easy. In sales as in sports, the man who knows his product and 
knows his market stays up for every game. He’s the man who scores the points! 


Team up with Jam Handy specialists and your salesmen will be professionally conditioned, 
alert for the main chance. Jam Handy services let you set up your product story with sound 
selling fundamentals. We're talking about basic knowledge of the game—the kind that 
brings in signed orders in both good times and bad. 


Costs will be low, for top-quality work. To start your men making more of the hard ones 
look easy, get in touch with... 


7c VAM HANDY Onjenseition 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


MOTION PICTURES « TRAINING AIDS « SLIDEFILMS *« DRAMATIZATIONS © VISUALIZATIONS ¢ PRESENTATIONS 


CALL NEW YORK HOLLYWOOD DETROIT DAYTON PITTSBURGH CHICAGO 
“idson 2-4060 Hollywood 3-2321 TRinity 5-2458 ENterprise 6289 ZEnith 0143 STate 2-6757 


Rese vin, Sts 4 2 
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